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CHAPTER I 
THE RESEARCH PROBLEM 
Introduction 
The relationship of individual colleges and universities to the 
larger society in the United States traditionally has been defined as 
successful when enrollments are up. Employees of institutions of higher 
education feel successful when enrollments are increasing; public support 
for institutions is dependent upon the size of enrollments. 
The emphasis by legislative bodies upon colleges 1 ability to attract 
and retain students or customers for their educational services clearly 
has placed institutions of higher education into competitive positions in 
the market place of postsecondary education. Perhaps that position was 
not as apparent during the years of booming enrollments, when for various 
reasons, demand exceeded supply in higher education; but, recent circum-
stances have made the marketing relationship apparent. Veysey illus-
strated the change: 
there is no doubt that the period from World Wa·r II 
unti 1 1970 was the great golden age of enrollment growth 
So new are so many of the conditions powerfully affect-
ing us now that much of our own history simply does become 
irrelevant, only of occasional interest to scholars. All of 
us in higher education are truly living in a brand-new, much 
bleaker era, and with no OPEC to blame, only the millions of 
no-doubt wise decisions by middle-class parents to limit their 
families. I 
The crisis in enrollments was not confined to traditional higher 
education institutions. In 1979 when, for the first time, community, 
2 
junior and technical colleges experienced an enrollment decline nation-
ally, Edmund Gleazer, president of the American Association of Community 
and Junior Colleges, noted: 
What the figures suggest is something that planners have 
been predicting for a number of years. That community, junior 
and technical colleges--as well as other institutions of post-
secondary education--will need to redefine their markets for 
the next decade. They will need to mount greater efforts to 
make their services and strengths known to older people and to 
a vast segment of the population that remains untouched by 
education.2 
Gleazer•s comments candidly presented the challenge to community, 
junior and technical colleges as well as the answer to the challenge as 
seen by many writers within higher education. Enrollments were a key 
concern of colleges in the United States. Marketing, with all its im-
plications for administrative and organizational change within higher 
education, was increasingly becoming a visible concern. 
Background and Purpose of Study 
Since the early 1970s, when the first rumblings of declining enroll-
ments began to indicate troubled times for higher education, the term 
11marketing 11 appeared with increasing frequency in the vocabulary of col-
lege and university administrators as a means to positively affect en-
rollments. Met with initial skepticism and even hostility, the market-
ing concept nonetheless gained wider acceptance in higher education, 
especially as the pressures of declining enrollments, and consequently 
fewer state and federal funds, increased. 
From the time Krachenberg first published the term marketing in the 
context of an article dealing with higher education, 3 the literature on 
the subject grew steadily. While earlier articles dealt with innovative 
practices in admissions or fund raising, for example, Krachenberg's 
3 
article signaled an opening attempt to understand marketing as a man-
agement tool in colleges. 
Subsequent writers addressed the application of marketing princi-
ples to the more specific problems of student recruitment and retention. 
Kotler broadened the horizons of marketing in higher education to in-
clude alumni loyalty and development. 4 
Lovelock and Rothschild echoed Kotler 1 s vision when alluding to a 
truer spirit of modern-day marketing which included career development 
and eventually fund raising, voluntarism and alumni work as natural ex-
tensions of recruitment and retention in a 11total marketing program 11 
spanning the entire 11 life cycle 11 experienced by the consumers of higher 
education. 5 
The bulk of research concerning marketing in higher education was 
confined to examining specific recruiting and retention activities. Only 
a few researchers attempted to integrate into a single study the entire 
range of activities which institutions followed and the relative success 
of those activities. Examples of this latter type of research include 
the work of Seal and Noel who conducted a landmark study into the extent 
of specific retention activities employed by colleges. 6 Murphy and 
McGarrity conducted one of the handful of research studies of recruitment 
activities employed by colleges. 7 Even fewer studies attempted to assess 
the overall marketing orientations of colleges in terms of broad theoreti-
cal marketing principles. Hoppe, in a doctoral dissertation, for example, 
examined the relationship of the levels and the types of marketing activi-
ties to enrollment fluctuations in community, junior and technical col-
8 leges. Hoppe, however, could establish no significant relationship be-
tween enrollment change and the few selected marketing activitity 
4 
variables used in her study. 
In fact, the few studies (outlined in Chapter I I) which attempted 
to compare marketing orientation of colleges to enrollments essentially 
dealt with collections of specific marketing activities, but did not 
fully examine other aspects of the marketing process such as planning, 
control, information gathering, and organization. In addition, no method 
had been devised to classify colleges according to their marketing orien-
tation, which could be an invaluable aid to research. 
In summary, many practitioners and some researchers suggested spe-
cific marketing activities and general marketing guidelines for non-prof-
it organizations, including higher education institutions. Several re-
searchers examined the scope of recruiting and retention activities that 
institutions employed to affect enrollments. Yet, while a broad theo-
retical framework for higher education marketing was implied in the lit-
erature--along with an extensive list of practical suggestions for spe-
cific marketing activities--little research was conducted to evaluate the 
effectiveness of various marketing orientations in terms of student en-
rollments. If the advice given in the marketing literature was to be 
followed, college administrators must have wondered, 11Wi 11 improvements 
in enrollments necessarily follow? 11 
The question suggested research efforts in several directions. One 
obvious and pressing research question was to assess the relationship of 
marketing of orientations to student enrollments. That was the proposed 
purpose of this study--to examine the scope and nature of marketing ori-
entations currently used in community, junior and technical colleges and 
to relate those orientations to enrollment trends within those same in-
stitutions. 
5 
Statement of the Problem 
With student enrollments in higher education becoming increasingly 
uncertain, the following questions arose to guide the research study: 
1. What marketing orientations characterize community, junior and 
technical colleges? 
2. What relationships, if any, exist between marketing orientations 
and enrollment changes in selected community, junior and technical col-
leges? 
3. What effects do completion, age of program, control or affili-
ation, institution type, location, community size, age of institution, 
and enrollment goal have upon the relationships between marketing orien-
tations and enrollment changes? 
Definit!on of Terms 
For the purpose of this study, the following definitions were used: 
Kotler defined marketing as follows: 
Marketing is the analygis, planning, implementation and con-
trol of carefully formulated programs designed to bring about 
voluntary exchanges of values with target markets for the 
purpose of achieving organizational objectives. It relies 
heavily on designing the organization's offering in terms of 
the target markets' needs and desires, and on using effective 
pricing, communication, and distribution to inform, motivate 
and service the markets.9 
The marketing concept was defined by Kotler as: 
A management orientation that holds that the key to achieving 
organizational goals consists of the organization's determin-
ing the needs and wants of target markets and adapting itself 
to delivering the desired satisfactions more effectively and 
efficiently than its competitors. 10 
Marketing process was defined by Kotler as: 
The managerial process of identifying, analyzing, choosing, 
and exploiting marketing opportunities to fulfill the company's 
mission and objectives. More specifically, it consists of 
identifying and analyzing marketing opportunities, segmenting 
and selecting target markets, developing a competitive market-
ing mix strategy, and designing supporting marketing manage-
ment systems for ~Janning and control, information, and mar-
keting personnel. 1 
Marketing orientation was defined as the degree to which an insti-
tution has implemented the marketing process. 
6 
For the purpose of this study, the marketing process within specific 
community, junior and technical colleges was measured through use of a 
two-part survey instrument included in Appendix B. 
Marketing activities were defined as the tools that an institution 
uses to achieve its marketing objectives and may be classified into pro-
duct, pricing, promotion, and distribution types. 
The target market was defined by Kotler as: 
A well-defined set of customers whose needs the company plans 
to satisfy. 12 
The marketing mix was defined by Kotler as: 
The particular blend of controllable marketing variables that 
the firm uses to achieve its objective in the target market. 13 
Marketing strategy was defined by t~tler as: 
The fundamental marketing logic by which the business unit in-
tends to achieve its marketing objectives. Marketing strategy 
consists of a coordinated set of decisions on (1) target mar-
kets, (2) marketing mix, and (3) marketing expenditure level. 14 
Enrollment, for the purpose of this study, was defined as the head-
count of full- and part-time students enrolled in courses for credit. 
Continuing education enrollments were not considered. Changes in enroll-
ment were determined by a comparison for each institution studied of en-
rollments reported in the 1976 through 1983 editions of the Directory of 
Community, Junior, and Technical Colleges. 
7 
Competition was defined as the perceived degree of competition ex-
perienced by an institution as indicated by a designated official of that 
institution on a five-item scale ranging from very low to very high con-
tained in the survey instrument in Appendix B. 
Age of program was defined as the number of years a given marketing 
activity or marketJng system had been utilized by an institution as in-
dicated by a designated official of that institution on the survey in-
strument in Appendix B. 
Control or affiliation was defined as the affiliation of a particu-
lar institution and was either public, private church, independent non-
profit, or independent profit as designated in the Directory of Communi-
ty, Junior, and Technical Colleges. 
Institution type was defined as the academic and functional nature 
of a particular institution and was either community/junior, vocational/ 
technical, two-year branch of a four-year institution, or one campus of 
a multi-campus as defined by the American Association of Community and 
Junior Colleges. 
Location was defined as the region of the United States in which a 
given institution was located according to accrediting agency and was 
either middle states, north central, New England, northwest, southern or 
western. 
Community size was defined as the nature of the population density 
of the community in which a particular institution was located and was 
either urban (communities over 100,000 population), suburban (communities 
from 50,000 to 100,000 population), or rural (communities under 50,000 
population) as designated by the American Association of Community and 
Junior Colleges. 
8 
Age of institution was defined as the number of years that had tran-
spired since the year classes began at a given institution as reported 
in the Directory of Community, Junior, and Technical Colleges. 
Enrollment goal was defined as the full- and part-time, for-credit 
headcount enrollment goal for an institution as indicated by the campus 
chief executive on the survey instrument in Appendix B. Enrollment goal 
categories used in the survey included the following: increase, maintain 
at present level, decrease, alter (to achieve a specified ''mix 11 of cer-
tain types of students), increase/alter, maintain/alter, and decrease/ 
alter. 
Assumptions and Limitations 
It was assumed in this study that while community, junior and tech-
nical colleges in the United States may seek to increase, maintain, or 
even decrease enrollments, these institutions seek stable enrollments. 
The term stable enrollments, in this instance, refers to enrollments that 
do not fluctuate greatly from year to year. 
One limitation of this study was its concern with only one segment 
of American higher education--community, junior and technical colleges. 
A second limitation of this study was its primary concern with two 
aspects of the total marketing concept in higher education--recruitment 
and retention. 
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CHAPTER I I 
REVIEW OF LITERATURE 
Introduction 
The review of the literature involved a summary of the literature 
regarding marketing of nonprofit organizations, marketing in higher ed-
ucation, recruitment in higher education, retention in higher education, 
marketing in community colleges, and the marketing process. 
Initially, it was apparent that marketing practices were not really 
all that new to higher education. Cutlip, for example, pointed to pub-
lic relations as perhaps the oldest form of marketing in higher educa-
tion, appearing as early as 1869 when educators saw the need to inform 
the public of the needs, benefits, and aims of their institutions. 1 
Traditionally, however," higher education operated in the comfort-
able atmosphere of a seller 1 s market, especially during the years of 
booming enrollments following World War I I. The 1970s finally brought a 
rude awakening to many educators when the renowned baby-boom effect be-
gan to wane. 
The National Center for Education Statistics reported that the num-
ber of high school graduates was in a period of steady decline, on its 
way to a low of less than 2.7 million in 1983. The Center further re-
ported that campus enrollments nationwide actually fell by 1.5 percent 
in 1976, after it had been rising steadily for a full quarter-century 
from 1951 to 1975, often at rates exceeding 10 percent a year. The net 
11 
increase from fall 1976 to fall 1978 was only 2.4 percent for the two-
. d 2 year per 10 • 
Breneman indicated that the nation•s number of 18-year-olds will 
drop 26 percent from 1979 (the peak year) to 1994 (the trough). 3 
The result of this sudden change in higher education to a buyer 1 s 
market was, in many cases, a lot of discussion and examination of the 
concept of marketing, which coincided with recent developments in mar-
keting theory that emphasized meeting customer needs as opposed to a 
4 preoccupation with production or sales. 
12 
The new attention given to marketing in higher education, at least 
in terms of discussion, was widespread. Alexander conducted a study to 
ascertain the administrative level of acceptance or rejection of market-
ing activities when considered for incorporation in the management of 
higher education institutions. After soliciting opinions from 1,800 
administrators at 600 institutions, Alexander concluded there was ••gen-
eral support for incorporation of marketing strategies in higher educa-
tion management.•• Of the 1,022 administrators who responded, 90.3 per-
cent favored the utilization of marketing activities, and 71.6 percent 
of the chief executives indicated that marketing activities were being 
used at their schools. 5 
This pronouncement of support for marketing activities may have been 
only at the surface level, however. In the course of developing a con-
ceptual model for a marketing approach for administering community col-
leges and a subsequent handbook for marketing community colleges, White 
found discrepancies between what college administrators reported as mar-
keting activities in their institutions and what catalogs, reports and 
other records actually revealed. In many cases, documents showed the 
administrators were not doing what they said they were doing. Accord-
ing to White: 
Although there is a growing interest in the use of mar-
keting techniques by community college administrators, most 
of them do not know the proper pr~cedures to use in order to 
accomplish their marketing goals. 
13 
White was not alone in his opinion. Among others to express dismay 
at the lack of marketing sophistication in higher education was John 
Anthony Brown, himself a college president, when he noted among other 
points that: colleges communicate their academic programs poorly to 
students; it seems easier for colleges to photograph their campuses than 
to explain their academic programs; colleges have great opportunity to 
specialize, but they fail to publicize clear and distinct differences; 
colleges fail to explain experimental or innovative programs to students; 
and, to combat enrollment drops, colleges often innovate the curriculum 
rather than try to better explain existing programs. 7 
As a final example of the lack of understanding of marketing prin-
ciples by planners within higher education, Murphy and McGarrity found 
in a survey of 200 private colleges that 90 percent of the respondents 
believed marketing to be synonymous with promotion which was, in fact, 
only one highly visible but narrow aspect of marketing activities. 8 
In answer to the growing interest and, in a sense, to the general 
lack of understanding in marketing by those in higher education, a grow-
ing body of related literature appeared between 1972 and 1982. That lit-
erature was examined in light of the research question: How are the mar-
keting orientations of community, junior and technical colleges related 
to enrollments? 
14 
Marketing of Nonprofit Organizations 
Noting the effective use of the tools of modern-day marketing by 
profit-oriented businesses and industries, managers of public and private 
nonprofit organizations demonstrated a growing interest in applying those 
same tools to problems they faced in offering their services and meeting 
the expenses of their organizations. Perhaps foremost of writers who 
addressed the issues of marketing in the nonprofit sector, Philip Kotler 
noted: 
Nonprofit organizations face a host of problems that 
would be analyzed as straightforward marketing problems if 
found in the profit sector. Museums and symphonies have a 
difficult time attracting sufficient funds to carry on their 
cultural activities. Blood banks find it hard to enlist 
enough donors. Churches are having difficulties attracting 
and maintaining active members ... National parks such as 
Yellowstone are plagued with overdemand and are seeking ways 
to discourage or 'demarket 1 the parks. There is hardly a 
public or private nonprofit organization in existence that 
is not faced with some problems stemming from its relations 
to its markets.9 
Kotler defined marketing as "the effective management by an organi-
zation of its exchange rela~ions with its various markets and publics," 
adding that all organizations, profit or nonprofit, operate in an en-
vironment of one or more markets and publics. 10 He emphasized that busi-
ness marketing concepts such as market segmentation, market positioning, 
marketing mix, channels of distribution, and logistical systems, among 
others, serve to organize the analysis of any marketing problem, and that 
h h d l d d h . l . h f' 11 t ese concepts a a rea y prove t e1r va ue 1n t e nonpro 1t sector. 
Kotler also explained why some confusion might arise along with some 
problems when introducing marketing principles into the nonprofit sector: 
. the transposition of a conceptual system from one domain 
(the profit sector) to another (the nonprofit sector) poses a 
number of challenges that call for new creative conceptualiza-
tion. The concepts of product, price, promotion, and 
distribution, which are employed by profit-sector marketers, 
have to be redefined for maximum relevance to all organiza-
tions. The concepts of markets and exchange processes must 
be generalized. The concept of profit maximization must be 
translated into benefit-cost maximization so that marketin1 
models can be applied fruitfully in the nonprofit sector. 1 
15 
Those knowledgeable writers who attempted to explain the application 
of marketing strategies to administrators in nonprofit organizations 
seemed to have faced three difficulties in presenting their cases: first 
was theproblem of convincing a suspicious audience that marketing in fact 
did have a respectable role to play in nonprofit sectors; second, ifthose 
administrators did accept marketing strategies, they would always have to 
keep in mind the unique difference of their nonprofit organizations to 
the profit sector; and finally, was the problem of showing converts in 
the nonprofit sector that marketing philosophy would have to be applied 
in its entirety rather than in one or only a few concepts, such as promo-
tion, to the exclusion of others. 
Marketing in Higher Education 
The term 11marketing 11 was used with many connotations throughout the 
literature in higher education, most generally to a single range of ac-
tivities--promotion--and to the recruitment of students. Several writ-
ers, however, attempted to explain marketing in higher education in terms 
of its broader interpretation. For example, Kotler noted, 11My theses is 
that the college marketing process starts before the work of the admis-
sions office and continues beyond the work of the admissions office. 1113 
Kotler then outlined seven basic concepts within the college market-
ing process: institutional positioning, or the articulation of a dis-
tinct posture of the college relative to other colleges; portfolio plan-
ning involving the number of kinds of programs offered by a particular 
16 
institution; applicant development, or identifying those student markets 
displaying a natural interest in the college's institutional concept and 
portfolio and then communicating information and excitement to those stu-
dents in order to influence their deci~ion process; applicant evaluation 
and notification, involving successfully screening the pool of qualified 
applicants to produce a new freshman class; recruitment effort evaluation 
to learn the weaknesses and strengths of the effort and to spot oppor-
tunities for improvement; college improvement planning, which involved 
identifying key dimensions of on-campus student satisfaction, evaluating 
student satisfaction along each dimension and developing plans for im-
provement; and finally alumni loyalty development, which included deter-
mining the current level of alumni loyalty and then developing objectives 
14 
and strategies for building alumni loyalty. 
Kotler also provided a nine-step model ofthe student decision pro-
cess explaining that "the starting point for college marketing planning 
should be a thorough understanding" of the process. 15 The process de-
picted the student receivinQ and evaluating information about various 
colleges through various systems of logic. To further explain his model, 
Kotler provided a list of student information sources including personal, 
public, commercial and experiential. 16 
Lovelock and Rothschild further illuminated the marketing concept 
in higher education by explaining: 
.•. not all organizations practice the marketing concept. 
Some espouse the product concept, which leads to production 
of whatever an organization is competent at producing under 
the assumption that good products reasonably priced will es-
sentially sell themselves. Others subscribe to the selling 
concept, a management orientation that emphasized the use of 
sales and advertising techniques to 'push' whatever the or-
ganization has produced. Many observers have centered their 
criticisms of marketing on firms that practice the selling 
concept by trying to persuade consumers to buy things that the 
the former has produced but the latter don 1 t need.17 
In discussing the concept and importance of maintaining customer 
loyalty, Lovelock and Rothschild noted that 11educational consumers go 
through a 1 life cycle 1 with their alma mater, 11 and suggested that at 
each stage in the life cycle the marketing task for an institution is 
17 
different, as are the concerns of the target customer and the influences 
h b h b h . h d . . lS F" 1 tat are roug t to ear on ts or er ectston. 1gure presents 
the model. From an initial phase as prospects, inquirers, and then ap-
plicants, educational consumers ••go on to become admittees, matriculants, 
and students, 11 said the authors. 11After a lapse of some years, they 
graduate to alumni status, becoming (the institution hopes) loyal donors 
and volunteers. In time, many become parents of the new generation who 
may go through the same institution.t• 19 
The impact of good or poor treatment of customers, added theauthors, 
is compounded by the power of word-of-mouth advertising and the fact that 
students are not only consumers of educational services, they are changed 
by that experience and themselves become a product of the institution in 
h f h . d . h h b 1 . f h . . • 20 t e eyes o t tr parttes sue as ot er pu tcs o t e tnstttutton. 
John Lucas added an important ingredient to the higher education 
literature with the idea of a total marketing concept. Noted Lucas: 
If universities and colleges are to adapt to a rapidly chang-
ing external environment, their faculty and leadership must 
understand the concept of total marketing and accept it as an 
integral part of their long-range plan ... A marketing plan 
must be developed that embraces all elements of the total mar-
keting concept.21 
In applying the total marketing concept, Lucas envisioned an insti-
tution as needing to develop various forms of marketing research, an out-
line for identifying community target groups, a detailed list of 
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recruitment and advertising steps, a curriculum evaluation and a strong 
retention program, a well-researched study of the institutional image 
and an idea of how to build on this image, a scheme for evaluating the 
institution•s marketlng strategies, a look to see if marketing steps are 
incorporated into existing functions when appropriate, and the insurance 
that rna rket i ng res pons i b i 1 i ty is c 1 ear 1 y assigned to facu 1 ty and staff. 22 
lhlanfeldt saw the concept of marketing in higher education consis-
ting of three components: research, strategy and communications, 23 where 
information for decision making was gathered through research; strategies 
based upon the elements of the ••marketing mix 11 were developed; and both 
internal and external communications became critical to the marketing 
program's success. 
The remainder of the literature review was devoted to a concentra-
tion on the first two marketing tasks identified in Lovelock and Roths-
child's model--recruitment and retention. It was recognized that the 
other two marketing tasks presented in the model--career development, and 
fund raising and voluntarism--were equally important components of a to-
tal marketing program. Nevertheless, the scope of the study was limited 
to the first two tasks with regard to their impact upon enrollments. 
Recruitment in Higher Educatlon 
Most often associated with marketing in higher education, the re-
cruitment of students usually received more attention as well as more 
criticism than other aspects of marketing. While many specific pragmatic 
suggestions had been given to improve recruitment, Chapman noted there 
had been little theory to guide research or aid administrators in setting 
. . 1. 24 recru1t1ng po 1cy. Following Kotler's earlier modeJ, 25chapman 
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presented a model of student college choice which suggested that student 
college choice was influenced by a set of student characteristics in 
combination with a series of external influences. These characteristics 
and influences contributed to, and were shaped by, students' generalized 
expectations of college life called the "freshman myth. 1126 
The sequential nature of the marketing process for student recruit-
ment was emphasized by Barton and Treadwell who described a sequence 
that led from research, strategy consideration, and decisions on tech~ 
niques, to implementation, communication, and ongoing evaluation, as 
well as strong backing and brutal objectivity from those in power. 27 
Among several questions the authors raised were: Does the chief ad-
ministrative officer of the institution give high priority to its mar-
keting needs? On what research should recruiting programs be based? 
What strategy is the most appropriate for our institution? What role 
does communication play in the plan? 28 
In a similar vein, Sutton recommended a six-step approach to market-
ing college admissions: (1) diagnosis to include a study of competitor 
tactics and marketing research into student motivations; (2) prognosis 
to estimate where the college was headed in light of past practices and 
current trends; (3) goal setting for enrollment and scholastic standards; 
(4) devising strategies for recruiting; (5) devising tactics or specific 
activities to be employed; and (6) finally programming controls set up 
for the continuous evaluation of efforts. 29 
Research 
About the first component presented in his discussion of marketing 
in higher education, lhlanfeldt said: 
The research component determines why potential candidates and 
other people like your particular institution or, for that mat-
ter, why they do not 1 ike it. The research effort also should 
provide information with regard to primary, secondary, and test 
markets and how candidates interested in a particular institu-
tion go about making the college choice. The decision-making 
process may be quantified3BY location, ability, race, socio-
economic background, etc. 
Sullivan and Litten illustrated by means of a case study how some 
21 
of the information necessary for admissions and enrollment planning could 
be obtained through systematic research. They outlined three general 
principles: (1) determine recruiting questions needing answers and if 
research will provide the answers; (2) in any marketing audit in admis-
sions and recruitment, a research effort is always made to evaluate im-
pact of each factor on the 11bottom 1 ine 11 of how many students actually 
enroll and arrive on campus; and, (3) some aspects of the marketing audit 
should become part of an annual effort. 31 
While emphasizing that research should be viewed as an ongoing pro-
cess, Murphy noted that a more long-term approach to institutionalizing 
marketing research into the college or university organization is to set 
up a marketing information system (MIS). He defined MIS as a complex of 
persons, machines, and procedures designed to generate an orderly flow 
of pertinent information collected from both intra- and extra-firm 
sources for use as the basis for decision making in specific responsi-
bility areas of marketing management. 32 
Riggs and Lewis emphasized that marketing research could be very 
simplistic and very inexpensive and, at the same time, beneficial when 
describing researchat Austin PeayUniversity to determine why students 
came to that institution, or what influenced their decisions. 33 
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Activities 
A good number of specific marketing activities cited in the litera-
ture were adopted from the profit sector and applied to higher education. 
Advice ranged all the way from suggestions for how administrators could 
begin to organize their thinking, to specific techniques that could be 
applied for recruiting students. For example, Uehling outlined a deci-
sion model for administrators that included emphasis on leader initia-
tive, a close look at the institution at present, an effort to define 
and understand clientele, an assessment of the production capacity of 
the institution, an assessment of the potential for change within the 
institution, assessing whether current production capacities fit clien-
tele needs, planning strategy, the actual marketing, and evaluation of 
the effort. 34 
A key activity proposed in the marketing process was the "marketing 
plan" which Kotler described as the act of specifying in detai 1 \'llhat wi 11 
be done, to whom, with what, and when, to achieve the organization 1 s ob-
jectives.35 Weirich, explaining the marketing plan used by Temple Uni-
v,ersity, noted the following segments: enrollment objectives for the 
coming year, market. objectives, demographic characteristics of Temple 
students, market share analysis, and specified strategies and activities 
including advertising and mass mailings, high school visits, a black 
scholars 1 luncheon, monthly mailings to all admitted students, and spe-
cial publications to parents, among others. 36 
Another key activity recommended for higher education recruiting 
guidance was introduced by Levitt as the generic definition of a prod-
uct.37 By placing a broad definition on an organization's product--a def-
inition emphasizing the customer 1 s basicneeds being served--opportunities 
as well as problems were less likely to be overlooked, according to 
Levitt. 
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Numerous authors recommended the activity of segmenting members of 
the potential student population into subgroups using characteristics 
such as geography, demography, attitudes and behavior. Segmentation was 
proposed to allow for specific recruiting techniques to be applied to 
specific groups of prospects rather than using a general "shotgun" ap-
proach. Spiro noted that the result intended was for students to be 
visualized as members of distinct subgroups with specific descriptions 
rather than as an undifferentiated mass.38 
Buchanan added customer behavior analysis as an activity for market-
ing management when discussing evaluation of potential users of continu-
ing education. Among other things in the analysis, Buchanan stressed 
gaining insight into the customer•s decision making process, a client•s 
history of continuing education utilization, and more specific data con-
cerning why people and their organizations behave as they do. 39 
Marketing writers further recommended differentiating product of-
ferings and communications, oncetheprospective student market is seg-
mented and analyzed--an activity known as differentiated marketing. 
Bassin illustrated how segmentation and differentiated marketing work 
together: 
The core of the administrator•s problem is to identify segments 
of the college-age population which are currently underrepre-
sented at the college but which the college could effectively 
serve. Having identified these market segments, the task is to 
develop curricular, tuition, and recruitment policies to in-
crease their representation.40 
Proposed as a logical step following market segmentation was the 
activity of creating a special value in the minds of its potential 
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customers concerning a given institution. Known as positioning, this 
activity was described by Geltzer and Ries as valuable in finding an un-
met range of needs in the market place and avoiding undue head-on compe-
tition with institutions already well established in a certain market 
position. 41 Also referred to in the literature as differential advan-
tages, positioning involves an analysis of an institution's image. Lucas 
advocated a well-researched study of the institutional image and an idea 
of how to build on that image. This, said Lucas, leads to community in-
volvement in decision making through advisory committees, constituent-
group and program-design task forces, and others. 42 Levitt, in discuss-
ing intangible aspects of products, noted that organizations always de-
pend to some extent on both appearances and external impressions in mar-
keting products. 43 
Other specific activities available to higher education institutions 
were revealed through the series of marketing tools known traditionally 
as the marketing mix and consisting of product, price, promotion and 
distribution decisions. 
Numerous authors outlined suggestions for adjusting an institution's 
products to better meet the needs of clients. Leach, for example, sug-
gested such product modifications as revising course syllabi to include 
expected instructional outcomes, developing courses in study skills and 
career planning, and expanding tutorial services to support classroom 
learning. 44 Murphy and McGarrity's survey, however, indicated that near-
ly 60 percent of the respondents had not significantly modified their 
academic programs within the past five years in order to attract new or 
different kinds of students. 45 Any alteration made was usually achieved 
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by adding or dropping whole programs rather than by modifying course con-
tent. 
Pricing appeared to be one of the most neglected marketing activi-
ties available to higher education administrators. According to Krach-
enberg, colleges usually followed a one- or two-price policy such as in-
state/out-of-state or graduate/undergraduate. Realistically, however, 
certain factors should be more fully recognized and considered in price 
determination: the differences in programs, location of program, cost 
of program, level of demand for program, the appeal of the program to 
46 different target groups, etc. As examples of pricing variations, 
Erickson reported use of a deferred tuition plan in which more than 20 
f Y 1 I d d • • d 47 percent o a e s un ergra uates part1c1pate . Tatham reported on the 
successful use of credit cards to pay tuition at Johnson County Community 
48 Co 11 ege. 
As mentioned earlier, promotion evolved as the most visible and con-
troversial aspect of marketing in higher education. Promotional activi-
ties can be classified into five broad groups: advertising, publicity, 
personal contact, incentives and atmospherics. 49 Murphy and McGarrity 
reported that the ''backbone" of promotion activity was personal recruit-
ing by college representatives who visited high schools to attract the 
traditional prospective students. 50 Other often-cited promotional ac-
tivities were direct mail efforts, campus visits by prospective students, 
and public service announcements on radio and television. lhlanfeldt 
said the most efficient promotion activities put the institution in di-
rect contact with the largest possible number of potential applicants in 
the most efficient and personal manner. 51 As previously mentioned, mar-
keting writers recommended that a specific promotional mix be developed 
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to communicate directly with the particular target group an institution 
intends to reach. Rinnander pointed out that recruitment begins with 
market research which is basic to determining what approach will be most 
effective in reaching a specific group. 52 Lucas advocated a detailed 
list of recruitment and advertising steps to include visitation programs, 
speakers• programs, display programs, special courses and orientation 
programs, mailings and literature distribution, and the use of various 
media. 53 
The importance of place, stated Krachenberg, was illustrated in such 
approaches to distribution as branch campuses, extension centers, remote 
television outlets, and the ••university without walls•• concept. 54 Place 
has been often referred to by other terms such as 11del ivery 11 or 11distri-
bution, 11 indicating a concern with time as well as physical location. 
Kotler noted that distribution of courses or programs could reflect a 
great deal of imagination and at the same time reach particular market 
segments. He wrote: 
There is no reason to confine the delivery system for education 
to the classroom. Some. universities offer correspondence 
courses which enable a student to do his study on his own time 
at home. Other universities have placed their product on ed-
ucational television channels ... Occasionally, a college 
conceives of a very novel distribution possibility, such as 
the commuter railroad classroom.55 
In addition to the marketing mix, other general marketing activities 
were found in the literature. Kotler and Levy noted in their writings 
that institutions of higher education were poorly organized for marketing 
because many marketing positions were scattered throughout the institu-
tion and their activities were not necessarily coordinated. Such posi-
tions included the dean of students, director of alumni affairs, public 
relations director, and development director. 56 Carea and Kemerer, for 
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example, proposed a fundamental change in organization and administration 
within higher education to achieve a successful marketing program through 
a new position of vice president for institutional advancement. This new 
vice president would coordinate all marketing activities. 57 Lucas fur-
ther explained that when all personnel within the institution recognized 
that their actions--in. addition to the actions of those personnel respon-
sible solely for marketing--had a profound effect on the organization's 
ability to develop, retain and satisfy clients, then "integrated market 
planning" would be achieved.5S 
Another reported marketing activity was that of "continuous market-
ing feedback." Lucas noted the necessity of a scheme for evaluation of 
k . . 59 mar et1ng strategies.- While businesses have gathered continuous in-
formation about changes in the environment and in their own performance 
through salesmen, research departments, etc., nonbusiness organizations 
h b l b l 1 • h . l . f . 60 ave een more casua a out co ect1ng sue v1ta 1n ormat1on. 
Kotler explained the application of another valuable marketing ac-
tivity to higher education: the marketing audit. Designed to reveal 
the major practices, problems and opportunities facing the organization, 
the marketing audit, said Kotler, would serve as a basis for more effec-
tive planning. The marketing audit described by Kotler comprised three 
parts. The first part was to evaluate the marketing environment of the 
organization, specifically its markets, clients, competitors and macro-
environment. The second part evaluated the marketing system within the 
organization, specifically, the institution's objectives, programs, im-
plementation and organization. The third part aimed at evaluating the 
major areas of marketing activity in theorganization, its products, pric-
ing, distribution, personal contact, advertising, publicity and sales 
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promotion. 61 The marketing audit was described as a potentially valuable 
aid in searching for opportunity and identifying malfunctions. 
The foregoing key activities--marketing plan, generic product defi-
nition, market segmentation, customer behavior analysis, differentiated 
marketing, positioning or differential advantages, the multiple market-
ing mix, integrated market planning, continuous marketing feedback and 
marketing audit--were reported as the tools available to higher education 
for student recruitment. 
Retention in Higher Education 
After reviewing a series of retention studies, Kermerer, Baldridge 
and Green concluded that most colleges had not done much in attempting 
to lower their attrition rates. In addition to citing a lack of immedi-
ate need for effective retention programs in the past, the three re-
searchers notedorganizational and ad~inistrative barriers to effective 
retention programs. They stated: 
... compare retention activities to recruitment efforts. 
From an organizational and administrative viewpoint recruitment 
is significantly different in that (1) it has a central admin-
istrative office, (2) success or failure is easy to evaluate, 
(3) resources (money, personnel, equipment) are clearly assign-
ed, and (4) responsibility is highly centralized so that changes 
can be made directly by top managers. In short, recruitment is 
a centralized, focused, well staffed, administrative function 
-- and administrators can do something about it. 
By contrast, retention has almost exactly opposite organ-
izational and administrative characteristics. Who is in charge 
of retention? How do you evaluate the effort, and what admin-
istrators can be held responsible? Just how visible is the ef-
fort to the campus community? The answer to these questions 
suggest that retention efforts are decentralized, difficult to 
evaluate, not under the jurisdiction of a single administrator, 
understaffed, and underbudgeted. In short, retention efforts 
are an administrative nightmare, and they do not have a focal 
point. Nevertheless, every institution must now consider how 
to change this situation, how to have an impact on the reten-
tion problem.62 
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Another explanation for Jack of emphasis on retention activities was 
that college administrators, even at a seemingly late date, were not wor-
ried about declining enrollments. Breneman noted a disturbing disbelief 
by college presidents that enrollments in their own institutions would 
decline. Following an informal survey, Breneman said: 
Much to my surprise, I found that almost eve~y chief executive 
queried felt his or her institution would maintain enrollments 
in a stable pattern for the next 10 years. A few presidents 
mentioned that they dare not say anything to the6jontrary, for 
fear it would become a self-fulfilling prophecy. 
It was obvious, however, that some institutions would experience 
severe enrollment declines in the decade ahead, and that the issue of 
retention would play an important part. This was illustrated by Frances 
who noted that enrollment data for the years 1975 through 1978, when com-
pared with the years 1970 through 1973. demonstrated that recent increas-
es in total enrollments were largely in the freshman and sophomore years 
and the level of enrollment in the junior and senior years had not in-
creased much. Frances surmised that either students were completing 
their educational objectives in two years, or that they were not com-
pleting them and attrition was a problem that could be addressed in in-
• • • • 11 64 creastng or ma1nta1n1ng enro ments. 
In recent years, more attention was given to retention within high-
er education--specifically, to how institutions could actively intervene 
in order to influence retention. After a great deal of emphasis on re-
cruitment, some administrators began to see that the retention of only 
a small percentage of students could have a substantial impact upon en-
rollments. As Ramist noted: 
In the past few years, recognition of the imminent leveling 
off and decline of the number of students of college-going 
age has lent a certain sense of institutional urgency not 
only to the understanding of which student drops out and why, 
but also to influencing them to stay. In addition to its 
role in describing a societal ill, the research on the causes 
of attrition has now taken on the dimension of an urgent ad-
ministrative necessity to keep students.65 
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Before World War I I, studies on retention were primarily descriptive 
and sought to identify the types of students most likely to drop out of 
college. Following the war, emphasis in retention research shifted to 
prediction. Much research emphasizing the fit between student and insti-
tution occurred in the late 1950s, and in the 1960s typologies of student 
dropouts and student experience in school were emphasized. Not until the 
1970s was serious attention given to institutions and to improving high-
er education in order to retain students. 66 
Recognizing shortcomings and lack of explanation in retention re-
search, Tinto developed a theoretical model of dropout behavior, derived 
in part from Durkheim's theory of suicide, and economic notions of cost-
benefit analysis. Individual characteristic factors were added to his 
longitudinal model of dropout by Tinto in order to make the model pre-
dictive. Tinto's theory argued that the process of dropout from college 
could be viewed as a process of interaction between the individual stu-
dent and the academic and social systems of the college during which a 
person's experiences in these systems continually would modify his goal 
and institutional commitments in ways which lead to persistence and/or 
to varying forms of dropout. According to Tinto: 
Individuals enter institutions of higher education with a 
variety of attributes •.. precollege experiences ... and 
family backgrounds ... , each of which has direct impacts 
upon performance in college ... (and) influence the develop-
ment of the educational expectations and commitments the in-
dividual brings with him into the college environment. 
... Given individual characteristics, prior experiences, 
and commitments, the model argues that it is the individual's 
integration into the academic and social systems of the college 
that most directly relates to his continuance in that col-
lege 
In the final analysis, it is the interplay between the 
individual's commitment to the goal of college completion and 
his commitment to the institution that determines whether or 
not the individual decides to drop out from college and the 
forms of dropout behavior the individual adopts. Presumably, 
either low goal ~ommitment or low institutional commitment can 
lead to dropout. 7 
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Tinto developed the model to explain certain modes and/or facets of 
dropout behavior in particular educational settings. It was concerned 
with accounting for the difference, within academic institutions, between 
dropout as academic failure and as voluntary withdrawal. It sought to 
focus attention upon the role the institution itself played in the drop-
out of its own students. 
While Tinto did not seek to address the role of finances or of ex-
ternal social pressure (among other issues) upon dropout behavior in his 
model, he later pointed to this lack of consideration for financing and 
a failure to distinguish between behaviors which led to institutional 
transfer and those which resulted in permanent withdrawal as shortcomings 
of his theory. However, he noted that the impact of finances seemed to 
occur at the point of entry into higher education and at the margins of 
decision-making after other matters had been 'd d 68 canst ere . 
Reasons given for why students drop out of college were about as 
numerous and varied as the writers who cited them--from the general to 
the specific. Cross stated that her view of a viable nationai purpose of 
postsecondary education was to help individual students to learn as much 
and as well as possible. She added however, that this view was hampered 
by the influence of the production concept in higher education. Much 
of higher education practice, noted Cross, existed to meet administra-
tive and fiscal requirements rather than to enhance student learn-
. 69 tng. 
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Observing that two-year colleges had higher drop out rates than ex-
pected, Astin stated that the most likely explanation for this could be 
found in the transfer process. Students could be expected to be lost 
simply from the problems of the anticipated move and the paper work in-
valved. 11Any potential transfer student can become discouraged, 11 noted 
Astin, "by inefficiency or any sign of reluctance on the part of upper-
division institutions.''70 
While Tinto--in pointing to a rather persistent 45 percent dropout 
rate in American higher education over the last 100 years--questioned the 
likelihood of significantly diminishing dropout on the national level 
without seriously altering the nature and function of higher education 
in our society, he noted individual institutions could do much to influ-
ence the rate of dropout of their own student bodies. 71 
Activities 
Researchers ultimately tried to identify activities that colleges 
could adopt in order to lower their dropout rates. In their extensive 
study of retention practices, Noel and Beal utilized self-reported in-
formation from colleges and universities of all types to document what 
they had done or were doing at the time to improve retention and how 
they evaluated and perceived the results of their efforts. Portions of 
their survey instrument were adopted for this study to include a list of 
19 retention activities, referred to as "action programs" by the authors. 
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Beal and Noel's survey resulted in the identification of a large 
number of separate and distinct efforts under way at colleges for improv-
ing student retention. The authors found that 60 percent of the institu-
tions surveyed reported no specific individual had been assigned respon-
sibility for retention coordination. One existing staff person had been 
assigned in 24 percent of the institutions surveyed; 12 percent reported 
existing staff had been assigned from several areas; and 4 percent re-
ported a new position had been created. All but 17 percent of the insti-
tutions surveyed reported undertaking retention action programs from the 
list of 19 provided by the authors. An additional 45 action programs 
that did not fall easily within ~he general categories presented in the 
list of 19 were identified. These programs were aimed at approximately 
40 different target groups identified in the study.72 
When special indexes were devised by the authors to analyze better 
respondents' evaluations of action programs they initiated, program em-
phasis on new policies and structl.ires for retention showed the greatest 
improvement in retention, followed by new learning/academic support pro-
grams, orientation, early warning systems and curricular developments. 
Exit interviews ranked lowest. 
The authors went on to identify "retention leaders"--from among ac-
tion programs reported on special retention activity forms. A total of 
50 programs were reported as having improved retention by 10 or more per-
centage points, while 149 programs were reported as having "contributed 
to multiple benefits showing broad impact and satisfaction." 
In their conclusions and recommendations, Noel and Beal noted that 
program successes were higher when a position was created to coordinate 
the retention effort. That perhaps the most critical aspect was the 
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priority assigned to retention by the president and other chief adminis-
trators was pointed out. A steering committee charged with the responsi-
bility of giving ongoing direction to the retention effort also was empha-
sized as an important measure.73 
Ramist, in discussing what colleges can do to enhance retention, dis-
cussed activities in the following areas: Pre-enrollment, admissions, col-
lege costs, orientation, faculty-student interaction, academic programs, 
counseling and advising, career development, campus activities, housing, 
the withdrawal procedure, and administration of the retention program. 
He also alluded to the importance of research: 
Although a great deal of evidence has been presented here 
and elsewhere associating many student and college character-
istics with retention and attrition, there are substantial dif-
ferences among institutions. Therefore, it is important to be-
gin by doing a local dropout study.74 
Noel pointed out that concerted effort to increase student reten-
tion would force the institution to examine itself closely and what was 
observed would not always be pleasant or easy to accept. Students would 
persist if the institution delivered lively, substantive learning and 
growth experiences. 75 
Noel then identified a 14-step approach to establishing a campus re-
tention program that draws from current research. The steps were (1) es-
tablish steering committee; (2) determine dropout rate; (3) conduct drop-
out study; (4) conduct self-study; (5) establish task committees within 
units; (6) ~ncrease faculty and staff awareness, encourage attitude of 
serving students; (7) build marketing approach into recruitment; (8) de-
velop meaningful orientation programs; (9) build strong counseling/advis-
ing program; (10) provide career-planning for undecided students; (11) 
provide support for students with marginal credentials; (12) build early 
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number of complaints. The audit emphasized using surveys of student feel-
ings about the student services atmosphere, and identifying the degree to 
which staff and faculty understand their service role. 11 0rganizations 
truly interested in marketing ... cannot ignore persons who have con-
. h d II d h • 80 tact WIt stu ents • . . , state t e wr 1 ters. 
In addresslng retention problems, Cope and Hannah pointed out that 
colleges differ dramatically, and when their entering students are also 
diversified, it was reasonable to expect dropout problems would vary 
among colleges. They stated: 
We find stopouts, dropouts, and transferring students 
from small, conservative, church-related colleges have dif-
ferent personality characteristics and problems than students 
from technical-vocational colleges, than students at liberal, 
experimental, 'heathen' institutions, than students hn the 
mega-, multi-, and magapopulist state universities. 11 1 
The Carnegie Council on Policy Studies in Higher Education reinforc-
ed this idea in the book Three Thousand Futures with the idea that every 
American institution of higher education was, and should be, going in a 
unique direction to serve effectively its own specific student market 
segment. The members of the council stated: 
We conclude ... by noting how much of what needs to be 
done and can be done is subject to achievement at the institu-
tional level. We have only suggested state and federal action 
in connection with the preservation of the private colleges and 
the enhancement of research efforts. All other goals can be 
achieved mostly, even only, by the action of institutions them-
selves. This places great responsibility on teachers, adminis-
trators, faculty leadership, and trustees; and on private fi-
nancial support. Institutional action with private 82upport is 
the single best key to unlock future possibilities. 
It seemed reasonable to conclude that the battle to improve student 
retention would be won or lost on the campuses of individual colleges. 
The consequences of what seemed to be an inevitable struggle need not 
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be inevitably bad for colleges, as Gardiner and Nazari-Robati observed. 
They noted: 
The upcoming period of declining enrollments presents an 
excellent opportunity for administrators to restructure their 
colleges and universities into responsive, student-centered 
institutions. This requires that administrators shift their 
focus from attrition to retention, from trying to understand 
why students leave to actively converting their colleges into 
caring institutions, with increased emphasis on quality and 
service.83 
Marketing in Community Colleges 
Community, junior, and technical colleges seem to have displayed 
the greatest amount of sophistication in terms of marketing orientation 
within higher education. Many writers, however, pointed to shortcomings. 
Clarkson noted: 
Most colleges maintain some degree of promotion effort. 
However, too many lack imaginative planning or innovative en-
terprise in the analysis and stratagem needed in addressing 
our number one problem--declining enrollments.84 
In addition, even while community, junior, and technical colleges 
were considered to be highly student oriented, Ramist pointed out: 
Even after controlling for the high dropout-proneness of 
entering students in terms of background, ability, and aspira-
tions, and the lack of financial aid, job opportunities, and 
student housing, two-year colleges still have higher dropout 
rates than expected. Their students also are less likely to 
be involved with the college, experience a relatively small 
increase in interpersonal self-esteem, and are less likely to 
implement their college plans.85 
Johnson outlined the policies and procedures of four community col-
leges that employ the total marketing concept (TMC). Johnson saw TMC as 
an instrument forplanned and positive change in tvJo-year institutions. 
His suggestions to administrators included: be patient and persistent, 
set reasonable goals and priorities, establish a success model on the 
campus as soon as possible, bring faculty into the marketing process 
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from the very beginning, conduct on-campus marketing workshops with 
faculty, staff, and administration; evaluate the impact of internal mar-
keting on a regular basis; and base publications and promotions on market 
research and segmentation. 86 
Research into the effectiveness of the marketing approach in commun-
ity colleges had been inconclusive. Hoppe, in an analysis of data of a 
mail survey to 138 two-year institutions, revealed that no significant 
relationship could be established between past or expected enrollment 
change and selected marketing variables--scope of the marketing plan, 
segmentation of target audiences, and size of the marketing budget. Seg-
mentation of markets, while not statistically significant, was determined 
to be the best predictor of enrollment change.87 
In a combination of in-depth interviews and close scrutiny of pub-
lications and documents, Dezek found that administrators were not always 
accomplishing the market activities they claimed to be. 88 
In a survey of marketing practices employed by successful continuing 
education programs, Compton found that, in general, institutions of sue-
cessful continuing education programs were committed to marketing contin-
uing education and were extensively engaged in the use of marketing ac-
tivities. There were both perceived benefits and problems associated 
. h k . h 89 w1t mar et1ng, · owever. 
Keirn noted that community and junior college marketing should in-
elude a full understanding of the market and an objective study of the 
product. 11\</e must understand the full mission of our colleges and be 
willing to examine our current programs for their effectiveness,•• said 
Keim. 90 He added that a broad marketing system inevitably would produce 
39 
a wide range of perhaps new educational problems and these would affect 
available human resources and institutional patterns. 
The Marketing Process 
Kotler and Goldgehn described marketing in the community college as 
an eight-step process during which such activities as defining the mis-
sian, identifying publics and markets, researching the market, and imple-
menting and controlling marketing plans would take place. 91 
In his review of marketing's role in the business sector, Kotler 
identified the stages of the marketing process. Kotler also demonstrated 
1 . • f h k • . h f. . . 9Z app 1cat10n o t e mar et1ng process 1n t e nonpro 1t organ1zat1on. 
The initiation of the marketing process, said Kotler, involved the as-
sumption that institutional leaders, through a strategic planning process, 
would have established organizational goals and objectives drawn from a 
previously articulated organizational mission. The marketing process 
was described as the managerial process of identifying, analyzing, chaos-
ing, and exploiting marketing opportunities to fulfill a company's mis-
sion and objectives.93 
According to Kotler, there were four main aspects of the marketing 
process: the marketing opportunity analysis which involved marketers in 
generating, evaluating, and selecting attractive company marketing oppor-
tunities; target market selection which involved market segmentation and 
then deciding upon the best part of the market to enter, or the target 
market; marketing mix strategy which involved deciding upon the competi-
tive position an organization wanted to occupy in the target market and 
subsequently blending appropriate marketing activities; and marketing 
management systems development which involved creating the three 
principal systems needed to manage a marketing effort--the marketing 
planning and control system, the marketing information system, and the 
94 
marketing organizational system. 
Kotler stated, "Sooner or later all organizations ask themselves 
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whether they need a business- and marketing-planning system, what shape 
it should take, and what should be done to make it work effectively.•~ 5 
Effective and long-range planning for the institution as a whole seemed 
rather new to higher education, not to mention marketing planning. Most 
institutions probably chose to solve problems as they arose. According 
to Kotler, business-planning systems tended to move through four stages 
h . h. . . 96 on t e1r way to greater sop 1St1cat1on. 
In the first (unplanned) stage, management was totally engrossed 
in the day-to-day operations required for survival. There was no plan-
ning staff or hardly any time to plan. In the next stage, management 
eventually recognized the desirability of installing a budgeting system 
to improve the p 1 ann i ng of the company 1 s cash f 1 ow. In the third stage, 
management recognized the need to develop annual plans and adopt a for-
mal planning system. In the final strategic-planning stage, long-range 
planning was achieved usually through five-year plans which would lead 
to the annual plan (called rolling planning). Computer programs were 
used to examine alternate marketing plans, and contingency plans were 
developed. Marketing control must go hand in hand with marketing plan-
ning, noted Kotler. He said, ''It is possible to set marketing objec-
tives, analyze markets, develop marketing plans, and establish a market-
ing organization and yet fai 1 miserably because of a failure to establish 
control . 11 97 
Relating to the second system involved in marketing management, 
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Kotler stated, "The crucial administrative steps of marketing planning 
and control cannot be carried out effectively unless the organization has 
d 1 d d d 1 . b 1 b f k . • f · ,,9B H eve ope an a equate an re ta e ase o mar ettng tn ormatton. e 
described the marketing information system for both profit and nonprofit 
organizations, and the systems were the same. 
The marketing information system comprised four parts: (1) the 
internal records system in which information about what had happened, or 
results data such as sales and inventories, were stored and retrieved; 
(2) the marketing intelligence system in which happenings data were pro-
cessed and through which the organization•s managers were kept informed 
about changing conditions in the environment; (3) the marketing research 
system which involved specific studies of problem and opportunity areas; 
and (4) the marketing management science system which involved the build-
ing and use of marketing models in a search for improved understanding, 
prediction and control.99 
Kotler noted that the degree to which a nonprofit organization was 
justified in establishing a formal marketing organization system depended 
to a large extent upon size of the organization. "We can expect to see 
the establishment of more marketing departments in nonprofit organiza-
tions where their size and problems call for continuous study, planning, 
and implementation of market-related concerns," said Kotler. 100 He pro-
vided a model for a five-stage evolution of marketing departments in the 
business sector. 
In the model, all companies began in stage one (simple sales depart-
ment) performing four simple functions: finance, operations, accounting 
and sales. The selling function was headed by a sales manager or vice 
president, who basically managed a sales force and also did some selling. 
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In stage two (sales department with ancillary functions), as the company 
expanded, it encountered a need for marketing research, advertising and 
customer service on a more continuous and expert basis. In response, the 
sales vice president hired a few specialists and perhaps a marketing di-
rector to control these nonselling functions. 
In stage three (separate marketing department), continued company 
growth inevitably increased the importance of other marketing functions--
marketing research, new-product development, advertising and promotion, 
customer service. At this stage, a separate marketing department equal 
to the sales department was established. Stage four (modern marketing 
department) was entered by a company essentially through rivalry between 
the sales and marketing departments. The sales vice president tended to 
be short-run oriented and preoccupied with achieving current sales. The 
marketing vice president tended to be long-run oriented and preoccupied 
with planning the right products and marketing strategy to meet the cust-
omers 1 long-run needs. One possible outcome of this conflict was place-
ment of the marketing vice president over sales which formed the basis 
of the modern marketing department with subordinates reporting from every 
marketing function. 
A company only entered stage five (modern marketing company), when 
company officers correctly understood the marketing function, and resis-
tence from other vice presidents did not seriously hamper the marketing 
function. Ultimately, the job may have called for increasing the power 
and authority of the marketing vice president over the other business 
functions, stated Kotler. 101 
Kotler stated it was desirable that marketing activities be carried 
d 1 f . d . • b 1 k • 102 out un era c ear concept o respons1ve an respons1 e mar et1ng. 
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He added there were five alternative concepts or philosophies under which 
organizations could conduct their marketing activity. The first, the 
production concept, was one of the oldest concepts guiding sellers, ac-
cording to Kotler. It was a management orientation that assumed consumers 
would favor those products that were available and affordable. There-
fore, the major task ofmanagement was to pursue improved production and 
distribution efficiency. 
A second major concept guiding sellers was the product concept, which 
was a management orientation that assumed consumers would favor those pro-
ducts that offered the most quality for the price, Therefore, the organ-
ization should have devoted its energy to improving product quality. 
Another way in which many producers guided their exchange activity was 
the selling concept, noted Kotler. It was a management orientation that 
assumed consumers would either not buy or not buy enough of the organi-
zation1s products unless the organization made a substantial effort to 
stimulate their interest. The marketing concept was a more recent idea 
in the history of exchange relations in which a management orientation 
was evident that held that the key to achieving organizational goals 
consisted of the organization 1 s determining the needs and wants of tar-
get markets and adapting itself to delivering the desired satisfactions 
more effectively and efficiently than its competitors. 
In recent years, according to Kotler, some people began to question 
whether the marketing concept was an adequate philosophy for business 
in an age of environmental deterioration, resource shortages, explo-
sive population growth, worldwide inflation, and neglected social ser-
vices. It was recognized in the final, the societal marketing, concept 
that consumers• wants did not always coincide with their long-run 
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interests or society's long-run interests. Needs, wants, and interests 
of target markets would be met in a way that preserved or enhanced the 
consumer's and the society's well-being. 103 
Summary 
This review of literature revealed selected items from the growing 
body of literature concerning marketing practices in higher education. 
A great deal had been written sug9esting proper recruitment and retention 
activities to be followed by community, junior, and technical college 
administrators. Research on how effective these activities actually were 
had only begun. It was time for a research comparison of the marketing 
orientations and enrollment trends observed at selected institutions of 
higher education. 
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CHAPTER I I I 
METHODS AND PROCEDURES 
This chapter includes a discussion of a classification scheme for 
colleges in terms of marketing orientation, the study population and 
sample, data collection, instrumentation, and data analysis used in 
responding to the research problem identified in Chapter I. 
A Classification Scheme 
In attempting to relate marketing in community colleges to enroll-
ment, researchers were faced with the problem of quantifying in a mean-
ingful way differences between colleges in terms of their marketing ef-
forts. It could be concluded from the previous literature review that 
a simple listing of marketing activities used by a given institution was 
not a sufficient indicator of what would lead to success in student en-
rollment objectives. Specific activities could be expected to vary in 
their degree of success at different institutions which face varying cir-
cumstances. One would expect enrollment success to be dependent upon 
whether ar institution had implemented specific strategies based upon in-
formation obtained through a total marketing concept or approach. 
In this study, an attempt was made to classify colleges according 
to marketing orientation which had been defined as the degree to which 
an institution had implemented the marketing process. The literature re-
view demonstrated that authors had identified the marketing process as a 
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series of managerial activities and systems designed to fulfill the col-
lege's mission and objectives. The process consisted of identifying and 
analyzing marketing opportunities, segmenting and selecting target mar-
kets, developing a competitive marketing mix strategy or strategies, and 
designing supporting marketing management systems for planning and con-
trol, information, and marketing personnel. 
It followed, therefore, that meaningful examination of colleges in 
terms of their marketing orientation could be made by analyzing how mar-
keting planning and control wereconducted, how marketing information or 
intelligence was gathered, and how marketing personnel and activities 
were organized and coordinated. An examination of specific recruiting 
and retention activities, employed by colleges also was useful, since the 
number of activities tried or actually under way, tended to indicate the 
vigor of a college's marketing effort. Specific types of recruiting 
and retention activities employed also indicated the nature or emphasis 
of a college's marketing orientation. Finally, the importance of presi-
dential leadership to any marketing effort had been stressed in the lit-
erature and represented an important aspect of marketing orientation. 
This study attempted to classify selected community, junior, and 
technical colleges according to the construct of marketing orientation 
through an examination of the planning and control, information, and or-
ganization systems; the recruiting and retention activities employed by 
the institutions; and the marketing orientation of presidents of the 
institutions. 
A five-stage marketing typology for community, junior and technical 
colleges was developed initially to structure the survey and is present-
ed in Appendix A. 
According to Hoy and Miske!: 
Organizational typologies are useful because they focus at-
tention on important structural and functional similarities 
between organizations and help explain behavior. Typologies 
allow for comparative study of diverse organizations. Pri-
marily descriptive rather than explanatory, good typolo~ies 
are logical, consistent with theory, and comprehensive. 
Following development of this typology, the following research null hy-
potheses were tested: 
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1. Marketing orientations have no relationship to changes in enroll-
ments in selected community, junior, and technical colleges. 
2. Marketing orientations have no relationship to changes in enroll-
ments in selected community, junior, and technical colleges when the med-
iating variables of competition, age of program, control or affiliation, 
institution type, location, community size, age of institution and enroll-
ment goal are held constant. 
Population and Sample 
The population for this study included all community, junior, and 
technical col lege campuses listed in the 1976 through 1983 issues of the 
Community, Junior, and Technical College Directory. To be included in 
the study, a campus had to be listed in all directories so that enroll-
ment figures for an entire nine-year period could be obtained. Adminis-
trative units of multi-campus institutions were not included. A brief 
questionnaire initially was sent to chief executives who were asked to 
supply the name of an individual who would complete the larger question-
naire on marketing practices at their campus. The research population, 
therefore, comprised chief executives and the primary marketing officers 
at their campus. 
From the population, 300 campuses were randomly selected utilizing 
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a table of random numbers. Initially, the institution campuses in the 
1982 directory were numbered consecutively. The table was then entered 
by placing a pencil on a number while not observing the table. Four 
digits were used in each column of the table. Each time a number within 
the desired range was encountered, the campus represented by the number 
was included in the sample. This procedure was followed until the sample 
of 300 was obtained. 
Data Collection 
Data werecollected in three ways: (1) by means of a two-part ques-
tionnaire administered to key administrators at the selected campuses, 
(2) from the 1976 through 1983 issues of the Community, Junior, and Tech-
nical College Directory, and (3) from records supplied by the American 
Association of Community, Junior, and Technical Colleges. 
From the two-part questionnaire were obtained responses describing 
the marketing procedures employed at the various campuses as well as 
views about marketing of certain campus administrators. 
The following information was obtained from the directories: en-
rollment figures for each campus for the years 1974 through 1982, con-
trol or affiliation, age of the institution and location according both 
to state and region of the nation by accrediting agency. Enrollment 
figures used involved total enrollment headcount (full- and part-time 
for credit, but not community education) as of October each year. The 
AACJC records provided data for institution type and community size for 
each campus. 
On January 17, 1983, the first questionnaire (Appendix B) and ex-
planatory cover letter were mailed to the chief administrators of the 300 
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selected campuses. On February 21, 1983, a follow-up note with the origi-
nal cover letter and first questionnaire weresent to all chief adminis-
trators who had not responded. Also on this date, the second question-
naire (Appendix B) was sent to those individuals whose names were provid-
ed by the chief executives who had responded. The second questionnaire 
was subsequently sent to each campus as the first questionnaires were re-
turned. On April 25, 1983, a follow-up note with the second question-
naire was sent to all individuals who had not responded to the first mail-
ing of the second questionnaire. The final response rate for the first 
questionnaire to campus chief executives was 66 percent or 199. Of the 
second questionnaire to the administrators named by the chief executives, 
176were returned for a final response rate of 58 percent. Of this num-
ber, 15 were lacking portions of the requested information and were used 
only in certain parts of the analysis. 
Instrumentation 
The survey instrument used in this study was derived from the mar-
keting typology presented in Appendix A and comprised two parts. The 
first (see Appendix B) was designed to be completed by the chief execu-
tive of each campus surveyed. Item la was designed to identify the chief 
executive 1 s marketing philosophy as either production, product, selling, 
marketing, or societal marketing. Item 1b indicated how long the respon-
dent had held this philosophy. Item 2a was designed to indicate the 
chief executive 1 s stated enrollment goal for the campus as either to in-
crease, maintain, decrease, alter to a specified mix, alter and increase, 
alter and maintain or alter and decrease full- and part-time, for-credit 
headcount enrollments. Item 2b was intended to indicate the number of 
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years this goal had been in effect. Item 2c was designed to obtain the 
chief executive's perception of the degree of enrollment-goal success on 
a standard Likert-type scale ranging from ''very high'' to ''very 1ow. 11 
Brooks and Emmert defined this rating method: 
This is the type of scale used for most rating tasks in 
communication research. In general, judges are told the di-
mension on which the objects are to be rated and are given 
labels for the end points of the scale ... Sometimes scales 
which go from a positive to a negative extreme label the zero 
or neutral point. Some researchers have even seen fit to 
label all points on a scale ... Others have used numerical 
values to label the points on a scale. Little evidence in-
dicates that these differences in labeling affect the sub-
stantive outcomes of one's research.2 
Item 2d was included to determine if the chief executive had estab-
lished a target enrollment goal and what that goal was. 
The second questionnaire (see Appendix B) was prepared for comple-
tion by the individual named by the chief executive as best able to iden-
tify the activities and parameters of the campus's marketing effort and 
was organized into three sections. Section A was designed to determine 
the nature of an institution's marketing information system (item la), 
marketing organization system (item 2a), and marketing planning and con-
trol system (item 3a). Items lb, 2b and 3b were intended to determine 
the number of years each of these systems had been in place. In addi-
tion, item 4 was designed to determine the degree of competition in terms 
of student recruitment the respondent perceived for his or her campus, 
through the use of Likert-type scale ranging from "very high 11 to "very 
low." Item 5 was designed to obtain the respondent's perception of how 
marketing decisions were approached on his or her campus--through the 
perspective of a generic product definition or otherwise. Item 6 was de-
signed to obtain the respondent's perception of how often his or her 
campus's administration designed program offerings through the essentials 
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of marketing positioning techniques. A Likert-type scale ranging from 
''very often" to "never" was employed. Item 7 was designed to obtain the 
respondent's perception of whether the essential steps of a marketing 
audit ever had been conducted on his or her campus and, if so, whether 
it was done on a regular basis. Item 8 was designed to determine whether 
marketing orientation training programs were conducted on the respondent's 
campus. 
Sections B and C were designed to ascertain the number and types of 
recruitment and retention activities employed on a given campus and ap-
proximately how long these activities had been in place. The survey in-
strument also allowed for open-ended responses. 
Content validity of the research instrument was established through 
a group of judges knowledgeable of marketing principles and higher edu-
cation. Kerlinger stated, "Content validation consists essentially in 
judgment. Alone or with others, one judges the representativeness of 
the items. 113 A few modifications of the instrument were suggested by the 
judges whose advice was followed. 
Reliability of the research instrument was estimated by administer-
ing the survey to a group of higher education administrators on the OSU 
campus on two separate occasions three months apart. Lindeman and Meren-
da noted, "One procedure for obtaining reliability estimates is by repe-
tition of the same test on two occasions."4 An index of the stability 
over time of the responses was estimated using the Spearman rank-order 
correlation coefficient forthe primary marketing dimension items of the 
survey instrument as follows: marketing philosophy, .50; marketing in-
formation, .75; marketing organization, .82; and marketing planning and 
con t ro 1 , . 72. 
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Data Analysis 
The data were treated according to requirements of the research 
questions. The first question (concerning the classification of selected 
community, junior, and technical colleges according to marketing orienta-
tion) was addressed through descriptive statistics. According to Huck, 
Cormier and Bounds, Jr., descriptive statistics are methods used to de-
rive from raw data certain indices that characterize or summarize the en-
tire set of data and involve measures of central tendency, measures of 
variability, and measures of relationship. 5 
The second research question (concerning what relationships, if any, 
exist between marketing orientations and enrollment changes in selected 
community, junior and technical colleges) was addressed through analysis 
of variance. According to Huck, Cormier, and Bounds, Jr., a one-way an-
alysis of varlance can be used to compare two or more groups in terms of 
6 
mean scores. 
The third research question (concerning what effects do competition, 
age of program, control or affiliation, institution type, location, com-
munity size, age of institution, and enrollment goal have upon the rela-
tionships between marketing orientations and enrollment changes) was ad-
dressed through two-way analysis of variance and one-way analysis of co-
variance. According to Huck, Cormier and Bounds, Jr., the analysis of 
covariance is used by researchers to compare group means on a dependent 
variable after these group means have been adjusted for differences be-
tween the groups on some relevant covariate variable. A one-way analysis 
of covariance involves two or more comparison groups which differ from 
one another along a single dimension. 7 Data from the survey were key-
punched and processed through an SAS computer program, as outlined above. 
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For purposes of the analyses, enrollments were expressed in four 
different ways. In the first, the results of responses to item 2c of 
the chief executive's questionnaire were used. In this item, a five-
point Likert-type scale ranging from "very high" to "very low" was used 
to obtain the campus's degree of enrollment goal attainment success as 
perceived by the chief executive. 
In the second, the average nine-year percent of enrollment change 
was calculated by dividing the full- and part-time, for-credit headcount 
enrollment for each year by the same enrollment for the previous year. 
This produced, for eight consecutive years, a percentage with 100 percent 
indicating no change in enrollments, greater than 100 percent indicating 
an enrollment increase fr.om the previous year, and less than 100 percent 
indicating an enrollment decrease from the previous year. The resulting 
eight percentages then were averaged to arrive at a single percentage. 
In the third method, the near short-range average percent of enroll-
ment change was calculated in the same manner as for the average nine-
year percent of enrollment c_hange with the exception that only the 1980 
through 1982 enrollments were used. 
In the fourth method, the long-range enrollment stability was calcu-
lated by obtaining the ~bsolute difference between the average nine-year 
percent of enrollment change and the individual percent of enrollment 
change for each of the eight consecutive years covered in the study. 
These eight absolute differences were then averaged. 
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CHAPTER IV 
PRESENTATION AND ANALYSIS OF DATA 
Introduction 
The purpose of this study was to examine the scope and nature of 
marketing orientations currently used in community, junior and technical 
colleges and to relate those orientations to enrollment trends with~n 
those same institutions. There were a total of 199 responses by campus 
chief administrators to the survey, followed by responses from 174 key 
marketing administrators from those same campuses. 
Analysis of Data 
The presentation of the research results were organized accord-
ing to the three research questions. The first research question, con-
cerned with the classification of selected community, junior, and tech-
nical colleges according to marketing orientation, was addressed through 
descriptive statistics. The second research question, concerned with 
relationships, if any, that exist between marketing orientations and en-
rollment changes in selected community, junior, and technical colleges, 
was addressed through Chi-square tests and analysis of variance. The 
third research question, concerned with the effects of competition, age 
of program, control or affiliation, institution type, location, commun-
ity size, age of institution and enrollment goal, upon the relationships 
between marketing orientations and enrollment changes, was addressed 
62 
63 
through two-way analysis of variance and one-way analysis of covariance. 
Research Question 1: What marketing orientations characterize com-
munity, junior and technical colleges? A wide range of marketing orien-
tations characterized the 174 campuses whose administrators responded to 
the survey. In the study, however, contrasting "low" and "high'' market-
ing orientations were identified that characterized a significant por-
tion (50 to 65 percent) of the responding campuses. It was possible to 
identify these two marketing orientations because the survey instrument 
(Appendix B) expressed each of four major marketing orientation dimen-
sions along continuums (expressed in five stages), ranging from "low" to 
"high" degrees of marketing activity, as was conceptualized in the typ-
ology presented in Appendix A. The procedure used to identify these 
marketing orientations was as follows: initially, a frequency program 
was used based upon responses to survey questionnaire items dealing with 
the president's marketing philosophy, the marketing information system, 
the marketing organization system, and the marketing planning and control 
system. From these four marketing orientation dimensions, each of which 
contained five stages plus an "other" category for one dimension, 88 di-
mension combinations resulted as shown in .A.ppendix C. 
Of the 88 dimension combinations that resulted from the frequencies 
program, only four represented seven or more college campuses. The lar-
gest number of campuses represented by one such dimension combination 
was 11. Only three of the 88 dimension combinations conformed to any of 
the five possible "pure'' dimension combinations or stages depicted in the 
marketing typology in Appendix A. These three combinations represented 
only three college campuses. 
Because of the wide array of dimension combinations, college campus 
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marketing orientation classifications were defined based upon a ''high'' 
marketing orientation vs. "low" marketing orientation dichotomy. Such 
classifications were designed first involving all four dimensions, then 
involving three selected dimensions, and finally involving three separate 
pairs of dimensions. It was reasoned that a useful characterization of 
marketing orientation would be identified by considering as many dimen-
sions as possible in a classification scheme. However, because so few 
campuses fell into the "high 11 - 11 low11 definitions when all four dimensions 
were considered, it became necessary to consider combination variations 
involving fewer numbers of dimensions. Additionally, the possibility 
existed that one or more marketing orientation dimensions, as expressed 
in the survey instrument, might not relate to enrollment trends as strong-
ly as other dimensions and therefore might detract from comparisons made 
later in the study. Consequently, alternate classifications were defined 
based on different pairings of marketing orientations dimensions. Class-
ifications were designated to allow nearly equal numbers of college cam-
puses to fall within each type defined by the classifications. It was 
reasoned that the classification of responding college campuses in this 
manner would allow for later comparison of the campuses according to mar-
keting orientation. 
An explanation of the classification follows. Reference to the 
summary table in Appendix A will help in interpretation of results. 
Classification 1 involved all four dimensions used in the frequency 
program. The Type A college campus in this classification ("low market-
ing orientation) was characterized by: a marketing philosophy dimension 
of stage 1 or 2; a marketing information system dimension of stage 1 or 
2; a marketing organization system dimension of stage 1 or 2; and a 
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marketing planning and control dimension of stage l or 2. The Type B 
college campus in this classification (''high'' marketing orientation) was 
characterized by: a marketing philosophy dimension of stage 3, 4 or 5; 
a marketing information system dimension of stage 3, 4 or 5; a marketing 
organization system dimension of stage 3, 4 or 5; and a marketing plan-
ning and control dimension of stage 3, 4 or 5. 
Classification 2 involved three selected dimensions. The Type A 
college campus in this classification ("low" marketing orientation) was 
characterized by: a marketing information system dimension of stage 1 or 
2; a marketing organization system dimension of stage 1; and a marketing 
planning and control dimension of stage 1. The Type B college campus in 
this classification (''high" marketing orientation) was characterized by: 
a marketing information system dimension of stage 3, 4 or 5; a marketing 
organization system dimension of stage 2, 3, 4 or 5; and a marketing 
planning and control system orientation of stage 2, 3, 4 or 5. 
Classification 3 involved two selected dimensions. The Type A col-
lege campus in this classification ("low" marketing orientation) was 
characterized by: a marketing organization system dimension of stage 1; 
and a marketing planning and control system dimension of stage 1. The 
Type B college campus in this classification ("high" marketing orienta-
tion) was characterized by: a marketing organization system dimension 
of stage 2, 3, 4, or 5; and a marketing planning and control system di-
mension of stage 2, 3, 4, or 5. 
Classification 4 involved two selected dimensions. The Type A col-
lege campus in this classification ("low" marketing orientation) was 
characterized by: a marketing information system dimension of stage 
or 2; and a marketing planning and control system dimension of stage 1. 
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The Type B college campus in this classification (1 'high 11 marketing orien-
tation) was characterized by: a marketing information system dimension 
of stage 3, 4 or 5; and a marketing planning and control system dimension 
of stage 2, 3, 4 or 5. 
Classification 5 involved the same two selected dimensions involved 
in classificaiton 4, but utilized a different arrangement of stages with-
in the college campus types. This was done because, in both arrangements, 
nearly equal numbers of college campuses fell within each type defined 
by the classification. The Type A college campus in this classification 
(''low'' marketing orientation) was characterized by: a marketing informa-
tion system dimension of stage 1 or 2; and a marketing planning and con-
trol system dimension of stage 1. The Type B college campus in this 
classification ("high'' marketing orientation) was characterized by: a 
marketing information dimension of stage 3, 4 or 5; and a marketing plan-
ning and control system dimension of stage 3, 4 or 5. 
Classification 6 involved two selected dimensions. The Type A col-
lege campus in this classification ("low" marketing orientation) was 
characterized by: a marketing information system dimension of stage 1; 
and a marketing organization system dimension of stage 1. The Type B 
college campus in this classification (11high" marketing orientation) was 
characterized by: a marketing information system dimension of stage 2, 
3, 4 or 5; and a marketing organization system dimension of stage 2, 3, 
4 or 5. 
Research Question 2: What relationships, if any, exist between mar-
keting orientations and enrollment changes in selected community, junior 
and technical colleges? In the study, tests of this research question 
revealed that, in the case of some classifications, as the marketing 
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orientation varied, certain expressions of enrollment also varied. Spe-
cifically, the results indicated that chief executives of "high" market-
ing orientation campuses perceived higher enrollment goal attainment suc-
cess for their campuses than did chief executives of ''low'' marketing 
orientation campuses (see Table 1). Further, the results indicated that 
11 low11 marketing orientation campuses experienced greater absolute varia-
tion in enrollments during a nine-year period than did "high" marketing 
orientation campuses (see Tables I I, I I I and IV). 
To address this research question, the four expressions of enroll-
ment described in Chapter Ill were used for comparisons of the various 
classification types. For the first such enrollment expression (the 
chief executive's perception of campus enrollment goal attainment suc-
cess), percentages of responses to each point on the five point Likert-
type scale in item 2c of part 1 of the survey were compared, utilizing 
Chi-square tests, for Type A and Type B campuses in each of the six 
classifications. Tables I, V, VI, VII, VIII, and IX present the results 
of these comparisons. 
In each table, the row percent (Row %) indicates for each campus 
marketing orientation type (Type A and Type B) its percentage of the 
total responses made for any given scale point (low, medium, etc.). The 
column percent (Col %) indicates for each campus marketing orientation 
type the percentage of its total responses for any given scale point. 
The Chi-square test for each table indicated whether the differences 
in responses between Type A and Type B campus chief executives were 
significant at the .05 level of probability. It should be noted that 
in Tables I, V, VI, VI I, VII I and IX more than 20 percent of the cells 
in each table had expected counts of less than five. Therefore, the 
very 
low 
low 
medium 
high 
very 
high 
CHI-SQUARE 
TABLE I 
COMPARISON OF CHIEF EXECUTIVES' PERCEPTIONS 
OF CAMPUS ENROLLMENT GOAL ATTAINMENT 
SUCCESS FOR CLASSIFICATION 3 
Type A 
N = 68 
Row% 0 
Col % 0 
Row% 100.00 
Col % 4.41 
Row % 79.41 
Col % 39.71 
Row·% 55.32 
Col % 38.24 
Row% 44.44 
Col % 17.65 
10.534, OF = 3, PROB = 0.0145 
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Type B 
N = 43 
0 
0 
0.00 
0.00 
20.59 
16.28 
44.68 
48.84 
55.56 
34.88 
Average nine-year 
percent of 
enrollment change 
Near short-range 
average percent of 
enrollment change 
Long-range 
enrollment 
stabi 1 i ty 
~ 
TABLE II 
ANALYSIS OF VARIANCE ON MEAN SCORES OF 
THREE ENROLLMENT MEASURES FOR 
CLASSIFICATION 5 
Type A Type B 
Mean N Mean N 
106. 889132. 47 107 .lt29627 39 
103.166139 47 103.162679 38 
12.7038831 47 8.5829140 39 
OF 1 ' ~Significant at the .05 level of probability. 
F Value 
0. 11 
0.00 
4. 11 
Probabi 1 i ty 
0.7449 
0.9987 
0.0458"' 
0" 
\.0 
Var i ab I e 
Competition 
Institution Type 
Location 
Community Size 
Enrollment Goal 
TABLE Ill 
TWO-WAY ANALYSIS OF VARIANCE ON LONG-RANGE ENROLLMENT 
STABILITY MEAN SCORES FOR CLASSIFICATION 3 
Type A·Mean N Type.B.Hean N F Value 
12.959 68 8.791 43 7.87 
12.864 70 8.791 43 4.69 
12.864 70 8.791 43 6.73 
12.864 70 8.799 42 0.87 
12.882 69 8.619 42 1. 12 
;'~ 
Significant at the .05 level of probability. 
Probabi 11 ty 
J. 
0.0060" 
·'· 0.0326" 
';~ 0.0109 
0.3528 
0.291!1 
---1 
0 
Variable 
Competition 
Institution Type 
Location 
Community Size 
Enrollment Goal 
TABLE IV 
TWO-WAY ANALYSIS OF VARIANCE ON LONG-RANGE ENROLLMENT 
STABILITY MEAN SCORES FOR CLASSIFICATION 4 
Type A Mean N Type B.Mean N F Value 
13.055 49 9. 167 45 3. 12 
13.055 49 9.167 45 4.92 
13.055 49 9.167 45 12. 17 
13.055 49 9.183 41• 1.88 
13.055 49 9. 011 44 1.77 
-;•~ Significant at the .05 level of probability. 
Probability 
0.0810 
_,_ 
0.0292 
-·-o.ooos" 
0. 1737 
0. 1876 
........ 
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tables are so sparse, the Chi-square tests may not have been reliable. 
Of the Chi-square tests, only the test for Table I indicated a sig-
nificant difference in the Type A and Type B campus chief executives' 
responses at the .05 level of probability. The remaining tables may be 
found in Appendix D. Table I is for classification 3 which is based upon 
the marketing organization system and the marketing planning and control 
system dimensions. In this case, Type 8 campus chief executives gave 
higher enrollment goal attainment success responses than did Type A cam-
pus chief executives. The table indicates that 17.65 percent of the Type 
A (11 low11 marketing orientation) campus chief executives indicated a 11very 
high'' campus enrollment goal attainment success compared to 34.88 percent 
of the Type B ("high'' marketing orientation) campus chief executives. 
Likewise, 38.24 percent of the Type A campus chief executives indicated 
a "high" campus enrollment goal attainment success compared to 48.84 per-
cent of the Type B campus chief executives. Also, 39.71 percent of the 
Type A campus chief executives indicated a 11medium11 campus enrollment 
goal attainment success compared to 16.28 percent of the Type B campus 
chief executives. Finally, 4.41 percent of the Type A campus chief ex-
ecutives indicated a ''low" campus enrollment goal attainment success, 
but none of the Type B campus chief executives indicated this level of 
goal attainment. 
For the remaining three enrollment expressions (average nine-year 
percent of enrollment change, near short-range average percent of enroll-
ment change, and long-range enrollment stability), mean values for the 
enrollments of Type A campuses and Type 8 campuses were compared for 
each classification by analysis of variance. Tables I I, X, XI, XI I, XI I I 
73 
and XIV present the results of these comparisons. All but Table I I are 
contained in Appendix D. 
The analysis of variance yielded an F Value for each comparison 
and a corresponding probability level. Only the analysis of variance 
reported in Table II, for classification 5, indicated a significant 
difference in mean values at the .05 level of probability, and this was 
for the long-range enrollment stability expression of enrollments. Class-
ification 5 is based upon the marketing information system dimension and 
the marketing planning and control dimension. The table indicates that 
Type A (11 low11 marketing orientation) campuses, with a mean value of 
12.7038831, experienced greater absolute variation in enrollments during 
the nine-year period involved than did Type B ( 11high 11 r.1arketing orienta-
tion) campuses, with a mean value of 8.5829140. 
It should be noted that in Table XIII (classification 4) and Table 
XI I (classification 3) the mean values of long-range enrollment stabil-
ity for Type A and Type B campuses approached differences significant at 
the .05 level of probability. 
As a final test of research question 2, the mean values of three 
enrollment expressions (average nine-year percent of enrollment change, 
near short-range average percent of enrollment change, and long-range 
enrollment stability) were compared by analysis of variance for each of 
the four marketing orientation dimensions individually by stages. Re-
sults of these comparisons are presented in Table XV for the marketing 
philosophy dimension, in Table XVI for the marketing information system 
dimension, in Table XVI I for the marketing organization system dimension, 
and in Table XVI I I for the marketing planning and control system dimen-
sion. The analyses of variance revealed no significant mean differences 
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at the .05 level of probability. These tables are contained in Appendix 
D. 
Research Question 3: What effects do competition, age of program, 
control or affiliation, institution type, location, community size, age 
of institution, and enrollment goal have upon the relationships between 
marketing orientations and enrollment changes? In the study, tests of 
this research question revealed that, in the case of some classifica-
tions, competition, location, and institution type tended to alter the 
relationships between marketing orientation and one expression of enroll-
ment change. Specifically, the results indicated that the long-range 
enrollment stability means of "high" and 11 low11 marketing orientations 
campuses became different when the effects of competition, location and 
institution type were held constant through two-way analysis of variance 
(see Tables I I I and IV). 
To address this research question, two-way analysis of variance was 
used to test the effects of the categorical independent variables compe-
tition, control or affiliation, institution type, location, community 
size, and enrollment goal. One-way analysis of covariance was used to 
test the effects of the cent i nuous independent var i ab 1 es of age of program 
and age of institution. Goodnight, Sail and Sarle state that the analy-
sis of covariance combines some of the features of regression and analy-
sis of variance. Typically, a continuous variable (the covariate) is 
introduced into the model of an analysis-of-variance experiment. 1 
In the analyses, only classifications 3 and 4 were used because 
only in these classifications did the mean values of an enrollment ex-
pression for Type A and Type B campuses approach, in the previously re-
ported analyses of variance, differences significant at the .05 level 
75 
of probability without resulting in significance at this level. Also, 
in the analyses, only long-range enrollment stability mean comparisons 
were made as this expression of enrollment was the only one with which 
significant differences at the .05 level of probability had been ap-
proached, in the reported analyses of variance, without being attained. 
Finally, control or affiliation was not tested because over 91 percent of 
the responding campuses fell into a single category of this variable--
public. 
Table I I I for classificaiton 3 and Table IV for classification 4 
present the results of the two-way an~lyses of variance. It can be seen 
in Tible I I I that the differences in mean values of Type A and Type B 
campuses became significant at the .05 level of probability when the 
effects of competition, institution type, or location were controlled in 
the analyses. Table IV reveals that the differences in mean values of 
Type A and Type B campuses became significant at the .05 level of prob-
ability when the effects of either institution type or location were con-
trolled by the analyses. Tables XIX and XX, contained in Appendix D, 
present the results of the analyses of covariance, and reveal that no 
means were significantly different at the .05 level of probability. The 
LS Means presented in Tables XIX and XX are the same as adjusted means 
(means adjusted for the covariate). 2 Classification 3 involved the mar-
keting organization system and marketing planning and control system di-
mensions. Classification 4 involved the marketing information system 
and marketing planning and control system dimensions. 
Description of Marketing Orientation Types 
Following the initial data analysis, a frequency program was used 
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to reveal the remaining marketing orientation characteristics of Type A 
and Type B campuses within classifications 3, 4 and 5. Appendix E pre-
sents the results of the frequency program. 
From Appendix E, one can see that from 60 to 65 percent (depending 
upon which classification is considered) of the chief executives of Type 
B (11high 11 marketing orientation) campuses indicated a preference for the 
survey statement designed to portray the marketing philosophy. This com-
pares to a rate of from 42.55 to 47.83 percent of the chief executives 
of Type A (11 low11 marketing orientation) campuses who indicated a prefer-
ence for the marketing philosophy statement. At the same time, from 
23.40 to 26.09 percent of Type A campus chief executives indicated a 
preference for the societal marketing statement as compared to from 10.00 
to 22.22 percent of Type B campus chief executives. When percentages of 
responses for the two statements are combined, it can be seen that from 
65.95 to 73.92 percent of the Type A campus chief executives indicated a 
preference for either the marketing or the societal marketing philosophy 
as compared to 75.00 to 82.22 percent of the Type B campus chief execu-
tives. In the survey, 51.77 percent of all chief executives indicated 
a preference for the marketing philosophy and 22.62 percent lndicated a 
preference for the societal marketing philosophy, or 74.39 percent for 
the two combined. 
Appendix E further reveals that from 15.56 to 21.28 percent of Type 
B (11high 11 marketing orientation) campus administrators perceived a 11very 
high 11 degree of competition for their campus as compared to 4.08 to 11.76 
percent of the Type A (11 IOW11 marketing orientation) campus administra-
tors. 
On the survey item designed to indicate use of the generic product 
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definition in marketing decisions, 75.56 to 84.21 percent of the Type B 
campus administrators indicated use of the generic product definition as 
compared to 46.81 to 52.94 percent of the Type A campus administrators. 
On the survey item designed to indicate the practice of positioning 
as a marketing tool, 65.22 to 68.18 percent of the Type B campus adminis-
trators indicated use of positioning "often" or "very often'' as compared 
to 25.00 to 31.89 percent of the Type A campus administrators. 
On the survey item designed to indicate whether or not a marketing 
audit had been conducted on a given campus, 21.28 to 25.00 percent of 
the Type B campus administrators indicated that such an audit had been 
conducted as compared to 6.25 to 7.14 percent of the Type A campus ad-
ministrators. In addition, 11.36 to 15.79 percent of the Type B campus 
administrators indicated that such marketing audits were conducted on a 
regular basis on their campuses as compared to none of the Type A campus 
administrators. 
From 63.83 to 65.00 percent of Type B campus administrators indicat-
ed the use of training programs to develop a service-to-students orienta-
tion in faculty and staff on their campuses as compared to 38.30 to 40.91 
percent of Type A campus administrators. 
Of the 23 recruiting activities listed on the survey, Type A campus 
administrators reported an average usage of from 10.14 to 11.66 as com-
pared to 15.68 to 16.20 reported as being used by Type B campus adminis-
trators. Appendix E shows the percentage of activities being performed 
by each type of campus by classification. The greatest reported differ-
ences between campus types appeared in 12 recruiting activities. The 
reported establishment of a recruitment steering committee ranged from 
16.33 to 25.71 percent for Type A campuses as compared to 52.27 to 62.50 
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percent for Type B campuses. The reported use of research to identify 
target groups of students ranged from 24.49 to 40.00 percent for Type A 
campuses to 80.43 to 86.36 percent for Type B campuses. The reported use 
of special promotions for these various target groups ranged from 30.61 to 
45.71 percent for Type A campuses to 78.26 to 82.50 percent for Type B 
campuses. The reported use of special course offerings for target groups 
ranged from 42.86 to 48.57 percent for Type A campuses to 73.91 to 77.50 
percent for Type B campuses. The reported use of special class times or 
locations for target groups ranged from 55.10 to 60.00 percent for Type A 
campuses to 84.79 to 87.50 percent for Type B campuses. The reported use 
of special tuition for target groups ranged from 14.29 to 17.14 percent 
for Type A campuses to 27.50 to 31.82 percent for Type B campuses. 
Additionally, the reported use of studies to determine alternative 
tuition amounts ranged from 0.00 to 1.43 percent for Type A campuses to 
17.39 to 20.45 percentfor Type B campuses. The reported use of studies 
to determine effectiveness of promotion practices ranged from 14.29 to 
22.86 percent on Type A campuses to 60.87 to 63.64 percent ofType B cam-
puses. The reported use of studies to determine the merits of different 
times and locations for conducting special courses ranged from 4.08 to 
18.57 for Type A campuses to 57.50 to 61.36 percent for Type B campuses. 
The reported practice of comparing student application rates to a pre-
determined expected rate ranged from 38.78 to 42.86 percent for Type A 
campuses to 72.73 to 76.09 percent for Type B campuses. The reported 
effort to determine recruiting cost per student ranged from 2.04 to 7.14 
percent for Type A campuses to 32.50 to 38.64 percent for Type B campus-
es. Finally, the reported use of periodic surveys of prospective stu-
dents to evaluate recruiting effectiveness ranged from 20.41 to 31.43 
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percent for Type A campuses to 72.73 to 80.00 percent for Type B campuses. 
Of the 25 retention activities listed on the survey, Type A campus 
administrators reported an average usage of from 7.22 to 8.91 as compared 
to 12.96 to 13.65 reported as being used by Type B campus administrators. 
Appendix E shows the percentage of retention activities being performed 
by each type of campus by classification. The greatest reported differ-
ences between campus types appeared in 11 activities. The reported use 
of research to identify target groups for retention purposes ranged from 
22.45 to 30.00 percent for Type A campuses to 54.35 to 59.09 percent for 
Type B campuses. The reported use of expanded placement services and/or 
job-related training programs ranged from 36.73 to 45.71 percent for Type 
A campuses to 75.00 to 76.09 percent for Type B campuses. The reported 
use of studies to determine the merits of different ways to reduce attri-
tion ranged from 18.37 to 24.29 percent for Type A campuses to 56.52 to 
59.09 percent for Type B campuses. The reported practice of comparing 
student attrition rate to a predetermined rate ranged from 14.29 to 18.57 
-
percent on Type A campuses to 41.30 to 45.45 percent on Type B campuses. 
The reported practice of comparing student attrition rates to attrition 
rates at other colleges ranged from 14.29 percent for Type A campuses to 
25.00 to 32.50 percent on Type B campuses. 
Additionally, the reported use of surveys to obtain students• opin-
ions about the campus ranged from 57.14 to 65.71 percent for Type A cam-
puses to 88.64 to 95.00 percent for Type B campuses. The reported use 
of retention orientation and counseling programs ranged from 20.41 to 
24.29 percent for Type A campuses to 55.00 to 57.78 percent for Type B 
campuses. The reported use of curricular innovations in academic programs 
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ranged from 8.16 to 18.57 percent for Type A campuses to 38.30 to 44.44 
percent for Type B campuses. The reported use of special assistance 
services for students without a declared major ranged from 28.57 to 41.43 
percent for Type A campuses to 57.78 to 62.50 percent for Type B campuses. 
The reported use of special admissions materials/procedures to aid stu-
dent/institution 11fit 11 ranged from 16.33 to 17.14 percent for Type A 
campuses to 51.06 to 52.50 percent for Type B campuses. Finally, the 
reported use of special services to retain adult learners ranged from 
22.45 to 30.00 percent for Type A campuses to 51.06 to 52.50 percent for 
Type B campuses. 
Appendix E reveals certain demographic differences between Type A 
and Type B campuses. For example, from 17.02 to 22.22 percent of Type B 
campuses were reported as Vo Tech type institutions by AACJC as compared 
to 5.71 to 6.12 percent of Type A campuses. From 53.19 to 55.56 percent 
of Type B campuses were reported as located in the north central accred-
iting association in the Community, Junior and Technical College Direc-
tory as compared to 35.71 to 40.82 percent of Type A campuses. At the 
same time, from 26.53 to 30.00 percent of the Type A campuses were re-
ported in the southern accrediting association as compared to 17.78 to 
20.00 percent of the Type B campuses. Finally, from 30.43 to 36.36 per-
cent of the Type B campuses were reported by the AACJC as being located 
within an ••urban•• size community as compared to 11.43 to 18.37 percent 
of the Type A campuses. At the same time from 65.31 to 67.14 percent of 
the Type A campuses were reported as located within a ••ruraJI 1 size com-
munity as compared to 36.36 to 41.30 percent of the Type B campuses. 
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Summary 
In this study, the scope and nature of marketing orientations used 
in community, junior and technical colleges and the relations of those 
orientations to enrollment trends were studied; and, the results were 
presented in this chapter according to the three research questions. The 
responses from the 174 campuses involved in the study indicated a diver-
sity in terms of marketing orientations; however, a number of institu-
tions were characterized by two contrasting marketing orientations re-
lated to the typology presented in Appendix A. When enrollment changes 
were compared among campuses that differed in terms of the marketing or-
ientations identified in this study, differences in enrollment changes 
were observed. 
ENDNOTES 
1J. H. Goodnight, J. P. Sall, and W. S. Sarle, ''GLM," SAS Users' 
Guide: Statistics, ed. Alice Allen Ray (Cary, N.C., 1982), p. 186. 
2 I b i d • , p • 1 88 . 
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CHAPTER V 
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 
Introduction 
The emphasis on the part of legislative bodies on colleges• ability 
to attract and retain students has placed institutions of higher educa-
tion into competitive positions in the marketplace of postsecondary edu-
cation. That position has become more apparent in recent years as col-
lege campuses face the prospect of declining student enrollments. For 
the first time, in 1979, community, junior and technical colleges ex-
perienced an enrollment decline nationally, and thus faced the same en-
rollment challenge as traditional higher education institutions. 1 Mar-
keting, with all its implications for administrative and organizational 
change within higher education, increasingly became a visible concern 
for all institutions within higher education. 
Many practitioners and some researchers suggested specific market-
ing activities and general marketing guidelines for higher education in-
stitutions. Several researchers examined the scope of recruiting and 
retention activities that institutions employed to affect enrollments. 
While a broad theoretical framework for higher education marketing was 
implied in the literature--along with an extensive list of practical 
suggestions for specific marketing activities--little research had been 
conducted to evaluate the effectiveness of various marketing orientations 
in terms of student enrollments. The question arose as to whether 
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improvements in enrollments necessarily followed from the advice given 
in the marketing literature. 
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One obvious research focus suggested by this question was to assess 
the relationship of marketing orientations to student enrollments. The 
purpose of this study was to examine the scope and nature of marketing 
orientations used in community, junior and technical colleges and to 
relate those orientations to enrollment trends within those same insti-
tutions. 
Findings 
This study involved a two-part survey questionnaire sent to a ran-
dom sampling of community, junior and technical colleges. Information 
also came from the American Associ.ation of Community, Junior and Tech-
nical Colleges and the Community, Junior and Technical College Directory. 
The following are some of the study's findings: 
1. Of the 88 dimension combinations that resulted from a frequency 
program of four marketing orientation dimensions, only four represented 
seven or more college campuses. The largest number or campuses repre-
sented by one such dimension combination was 11. Only three of the 88 
dimension combinations conformed to any of the five possible "pure'' di-
mension combinations or stages depicted in the marketing typology in 
Appendix A, and these three combinations represented only three college 
campuses. 
2. Through the use of a "high" marketing orientation vs. "low" 
marketing orientation dichotomy, it was possible to define six college 
marketing orientation classifications through various combinations of 
four, three and two marketing orientation dimensions. Of the six 
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classifications, three proved to be central to the study. In classifi-
cation 3, the Type A (11 low11 marketing orientation) campus was character-
ized by a marketing organization system that involved several offices 
performing uncoordinated recruiting activities, and a marketing planning 
and control system in which marketing planners mostly were engaged in 
day-to-day operations required for survival. The Type B ( 11high 11 market-
ing orientation) campus was characterized by marketing organization sys-
tems that featured, as a minimum, a full-time staff specialist for stu-
dent recruitment, and ranged upward to systems that featured a marketing 
vice president and a marketing commitment by all members of the institu-
tion, and a marketing planning and control system that featured, as a 
minimum, a planning budget for marketing efforts, and possibly included 
annual planning as well as strategic long-range planning, and/or contin-
gency plans and computer simulation (see items 2a anj 3a of the survey 
instrument in Appendix B and the summary table in Appendix A). 
In classification 4, the Type A campus was characterized by a mar-
keting information system that featured either intuition and casual ob-
servation or an internal records system, and a marketing planning and 
control system in which marketing planners mostly were engaged in day-
to-day operations required for survival. The Type B campus was charac-
terized by a marketing information system that included, as a minimum, 
a formal marketing intelligence system and, in some cases, a formal mar-
keting research system, and/or a formal marketing management science 
system- and a marketing planning and control system that featured, as a 
minimum, a planning budget for marketing efforts, and possibly included 
annual planning as well as strategic long-range planning, and/or contin-
gency plans and computer simulation (see items la and 3a of the survey 
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instrument in Appendix B, and the summary table in Appendix A). 
Classification 5 involved the same two selected marketing orienta-
tion dimensions as in classification 4. In classification 5 however, 
the marketing planning and control system dimension for Type B campuses 
featured, as a minimum, annual planning. 
3. Campus chief executives' perceptions of campus enrollment goal 
attainment success were found to differ between Type A and Type B cam-
puses in classification 3. Comparisons indicated that 17.65 percent of 
the Type A campus chief executives indicated a ''very high'' campus enroll-
ment goal attainment success compared to 34.88 percent of the Type B 
campus chief executives. Likewise, 38.24 percent of the Type A campus 
chief executives indicated a ''high'' campus enrollment goal attainment 
success compared to 48.84 percent of the Type B campus chief executives. 
Also, 39.71 percent of the Type A campus chief executives indicated a 
"medium" campus enrollment goal attainment success compared to 16.28 
percent of the Type B campus chief executives. Finally, 4.41 percent of 
Type A campus chief executives indicated a "low" campus enrollment goal 
attainment success compared to none of the Type B campus chief execu-
tives. Chi-square tests indicated a difference significant at the .05 
level of probability. 
4. The long-range enrollment stabi 1 ity expression of enrollments 
was found to differ between Type A and Type B campuses in classification 
5. An analysis of variance revealed a difference significant at the .05 
level of probability between the Type A campus mean value of 12.7038831 
and the Type B campus mean value of 8.5829140, indicating that the Type 
A campuses experienced greater absolute variation in enrollments during 
the nine-year period involved than did Type B campuses. 
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5. When the mean values of three enrollment expressions were com-
pared by analysis of variance for each of the four marketing orienta-
tion dimensions individually by stages, no mean differences were found 
to be significant at the .05 level of probability. 
6. Two-way analysis of variance revealed differences in mean long-
range enrollment stability values for Type A and Type B campuses in 
classification 3 significant at the .05 level of probability when the 
effects of either competition, institution type, or location were con-
trolled in the analyses. The comparisons indicated that Type A campuses, 
with mean values of 12.98 and 12.86, experienced greater absolute vari-
ation in enrollments during the nine-year period involved than did Type 
B campuses, with a mean value of 8.79. 
7. Two-way analysis of variance revealed differences in mean long-
range enrollment stability values for Type A and Type B campuses in 
classification 4 significant at the .05 level of probability when the 
effects of either institution type or location were controlled in the 
analyses. The comparison indicated that Type A campuses, with a mean 
value of 13.06 experienced greater absolute variation in enrollments 
during the nine-year period involved than did Type B campuses, with a 
mean value of 9.17. 
3. Comparisons of Type A and Type B campuses within classifications 
3, 4 and 5 revealed that from 60 to 65 percent (depending upon which 
classification was considered) of the chief executives of Type B camp-
uses indicated a preference for the survey statement designed to portray 
the marketing philosophy. This compared to a rate of from 42.55 to 47.83 
percent of the chief executives of Type A campuses. At the same time, 
from 23.40 to 26.09 percent of Type A campus chief executives indicated 
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a preference for the societal marketing philosophy statement as compared 
to from 10.00 to 22.22 percent of Type B campus chief executives. 
9. Comparisons of Type A and Type B campuses within classifications 
3, 4 and 5 revealed that 75.56 to 84.21 percent of the Type B campus ad-
ministrators indicated use of the generic product definition as compared 
to 46.81 to 52.94 percent of the Type A campus administrators. Also, 
65.22 to 68.18 percent of the Type B campus administrators indicated use 
of positioning 11often11 or ''very often'' as compared to 25.00 to 31.89 
percent of the Type A campus administrators. Further, 21.23 to 25~00 
percent of the Type B campus administrators indicated that a marketing 
audit had been conducted on their campuses as compared to 6.25 to 
7.14 percent of the Type A campus administrators, and 11.36 to 15.79 
percent of the Type B campus administrators indicated such marketing 
audits were conducted on a regular basis on their campuses compared to 
none of the Type A campus administrators. Finally, from 63.83 to 65.00 
percent of Type B campus administrators indicated the use of training 
programs to develop a service-to-students orientation in faculty and 
staff on their campuses as compared to 38.30 to 40.91 percent of Type A 
campus administrators. 
10. The mean number of the 23 recruiting activities listed on the 
survey reported as being used by Type A campus administrators on their 
colleges' campuses ranged from 10.14 to 11.66 as compared to 15.68 to 
16.20 reported by Type B campus administrators. Among the recruiting 
activities between which the greatest differences were reported were: 
establishment of a recruiting steering committee; use of research to 
identify target groups of students; use of special promotions for the 
various target groups; use of special course offerings for target groups; 
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use of special class times or locations for target groups; use of special 
tuition for target groups; use of studies to determine alternative tui-
tion amounts; use of studies to determine effectiveness of promotion 
practices; use of studies to determine the merits of different times and 
locations for conducting special courses; the practice of comparing stu-
dent application rates to a predetermined expected rate; the effort to 
determine recruiting cost per student; and the use of periodic surveys 
of prospective students to evaluate recruiting effectiveness. 
11. The mean number of the 25 retention activities listed on the 
survey reported as being used by Type A campus administrators on their 
colleges• campuses ranged from 7.22 to 8.91 as compared to 12.96 to 
13.65 reported by Type B campus administrators. Among the retention 
activities between which the greatest differences were reported were: 
the use of research to identify target groups for retention purposes; 
the use of expanded placement services and/or job-related training pro-
grams; the use of studies to determine the merits of different ways to 
reduce attrition; the practice of comparing student attrition rate to a 
predetermined rate; the practice of comparing student attrition rates to 
attrition rates at other colleges; the use of surveys to obtain students• 
opinions about the campus; the use of retention orientation and counsel-
ing programs; the use of curricular innovations in academic programs; 
the use of special assistance services for students without a declared 
major; the use of special admissions materials/procedures to aid student/ 
institution ••fit;•• and the use of special services to retain adult learn-
ers. 
12. Comparisons of Type A and Type B campuses within classifica-
tions 3, 4 and 5 revealed certain demographic differences between the 
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two types. From 17.02 to 22.22 percent of Type B campuses were Vo-Tech-
type institutions as compared to 5.71 to 6.12 percent of Type A campuses. 
From 53.19 to 55.56 percent of Type B campuses were located in the north 
central accrediting association as compared to 35.71 to 40.82 percent of 
Type A campuses; and, from 26.53 to 30.00 percent of Type A campuses were 
located in the southern accrediting association as compared to 17.78 to 
20.00 percent of the Type B campuses. Finally, from 30.43 to 36.36 per-
cent of Type B campuses were located within "urban" size communities as 
compared to 11.43 to 18.37 percent of Type A campuses, and 65.31 to 
67.14 percent of Type A campuses were located within ''ruraJI' size com-
munities as compared to 36.36 to 41.03 percent of Type B campuses. 
Conclusions 
The following conclusions seem appropriate from the findings of this 
study: 
1. In response to the first research question, "What marketing 
orientations characterize community, junior and technical colleges?,'' 
the answer would appear to be that diversity in marketing orientation 
characterizes these institutions. Based upon the four marketing orien-
tation dimensions used in the study, as many as 88 marketing orienta-
tion combinations could be identified (see Appendix C). Within classi-
fications 3, 4 and 5, which were central to the study, Type A campuses 
accounted for from 27.01 to 39.65 percent of the total responding cam-
puses, and Type B campuses accounted for from 22.41 to 25.29 percent 
of the responding campuses. Thus, together, these two marketing orien-
tation types characterized from 49.42 to 64.94 percent of the total 174 
responding campuses. 
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2. In answer to the second research question, "What relationships, 
if any, exist between marketing orientation and enrollment changes in 
selected community, junior and technical colleges?," the results of this 
study as revealed in Table I seemed to indicate that, in the case of 
some marketing or i entation c 1 ass if i cations, chief executives of 11h i gh 11 
marketing orientation campuses (Type B) perceived higher enrollment goal 
attainment success for their campuses than did chief executives of "low" 
marketing orientation campuses (Type A). Furthermore, the results of 
this study, as revealed in Tables II, I I I and IV, seemed to indicate 
that, in the case of some marketing orientation classifications, 11 low11 
marketing orientation campuses (Type A) experienced greater absolute 
variation in enrollments during the nine-year period involved in the 
study than did 11high 11 marketing orientation campuses (Type B). It was 
assumed in this study that, while community, junior and technical col-
leges in the United States may seek to increase, maintain, or even de-
crease enrollments, these institutions seek stable enrollments. The 
term ••stable enrollments," in this instance, referred to enrollments 
that do not fluctuate greatly from year to year. 
Based upon these findings, the hypothesis stated in Chapter I I I, 
11Marketing orientations have no relationship to changes in enrollments 
in selected community, junior and technical colleges," was rejected for 
the marketing orientation classifications 3, 4 and 5. This conclusion 
was supported by the research results reported in Tables I, II, I I I, 
and IV. 
3. In answer to the research question, 11What effects do competi-
tion, age of program, control or affiliation, institution type, location, 
community size, age of institution, and enrollment goal have upon the 
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relationships between marketing orientations and enrollment changes?," 
the results of this study seemed to indicate that, in the case of some 
marketing orientations and some types of enrollment changes, competition, 
institution type and location had an fntervening relationship. In this 
study, differences between the long-range enrollment stability means of 
"high 11 marketing orientation (Type B) and "low11 mc;~rketing orientation 
(Type A) campuses were significant at the .05 level of probability when 
the effects of competition, location and institution type were controlled 
through two-way analysis of variance. 
Based upon these findings, the hypothesis stated in Chapter I I I, 
11Harketing orientations have no relationship to changes in enrollments 
in selected community, junior and technical colleges when the mediating 
variables of competition, age of program, control or affiliation, insti-
tution type, location, community size, age of institution and enrollment 
goal are held constant, 11 was rejected for the variables competition, lo-
cation and institution type when utilizing the marketing orientation 
classifications 3 and 4 defined in this study. This conclusion was sup-
ported by results reported in Tables I I I and IV. 
Other conclusions, less central to the stated purpose of this study, 
include the foll~wing: 
4. The marketing philosophy dimension, as expressed by the chief 
executives, did not appear to be useful in this study for classifying col-
lege campuses according to marketing orientation. A majority (74.39 per-
cent) of chief executives surveyed indicated a preference for the market-
ing or societal marketing philosophy statements. As Appendix E reports, 
from 60 to 65 percent of the chief executives of Type B campuses indi-
cated a preference for the marketing philosophy statement, while 42.55 
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to 47.83 percent of the chief executives of Type A campuses indicated a 
preference for this philosophy. At the same time, from 23.40 to 26.09 
percent of Type A campus chief executives indicated a preference for the 
societal marketing philosophy statement as compared to from 10.00 to 
22.22 percent of Type B campus chief executives. 
5. The results of this study suggested consistency within the mar-
keting orientations identified. The reported occurrence on campuses of 
marketing practices not used to initially define marketing orientations 
in the study remained consistent with the concepts presented in the typ-
ology outlined in Appendix A. Appendix E shows that ''high 11 marketing 
orientation (Type B) campuses employed generic product definition, posi-
tioning, marketing audits, and training programs to develop service-to-
students orientations in faculty and staff more often than did ''low" 
marketing orientation (Type A) campuses. For example, comparisons re-
vealed in Appendix E for classifications 3, 4 and 5 revealed that from 
75.56 to 84.21 percent of Type B campus administrators indicated use of 
the generic product definition as compared to 46.81 to 52.94 percent of 
Type A campus administrators. The results of this study also suggested 
that "high11 marketing orientation (Type B) campuses employed more re-
cruiting activities than did "low" marketing orientation (Type A) cam-
puses. Appendix E shows that the mean number of the 23 recruiting ac-
tivities listed on the survey reported as being used by Type A campus 
administrators on their campuses ranged from 10.14 to 11.66 as compared 
to 15.68 to 16.20 reported by Type B campus administrators. Finally, 
the results of this study suggested that "high" marketing orientation 
(Type B) campuses employed more retention activities than did "low" mar-
keting orientation (Type A) campuses. The mean number of the 25 reten-
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tion activities listed on the survey reported as being used by Type A cam-
pus administrators on their colleges 1 campuses ranged from 7.22 to 8.91, 
as compared to 12.96 to 13.65 reported by Type B campus administrators. 
6. This study further suggested that 11high 11 marketing orientation 
(Type B) campuses more often were Vo-tech-type institutions and more often 
were located in urban centers than were 11 low11 marketing orientation (Type 
A) campuses. Appendix E shows that, from 17.02 to 22.22 percent of Type 
B campuses were reported as Vo-Tech as compared to 5.71 to-6. 12 percent 
of Type A campuses. From 30.43 to 36.36 percent of Type B campuses were 
located in 11urban 11 communities as compared to 11.43 to 18.37 percent of 
Type A campuses. 
Recommendations 
The following recommendations were made based upon the findings of 
this study: 
1. Research studies involving indepth, followup interviews should 
be conducted for 11high 11 and .11 low11 marketing orientation campuses to ex-
plore the exact nature of their marketing approaches. The results of 
this .research could be, among other things, a refined survey instrument. 
2. The marketing philosophy dimension should be examined in more 
detail. In developing the marketing philosophy typology, Kotler had in 
mind a pervasive philosophy that permeated an organization at all levels. 
Obviously, the stated marketing philosophy of the chief executive is some-
thing else. An examination of the marketing philosophies of individuals 
throughout an institution would be more useful for determining precise 
marketing orientation. 
3. A new marketing orientation typology should be devised taking 
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into account the results of this study. Such a typology could help col-
lege administrators to better understand and implement marketing strate-
gies and activities that may be useful. 
4. A larger sample size for similar studies in the future is recom-
mended due to the diversity of community, junior and technical colleges 
in terms of marketing orientation. In the current study, it was neces-
sary to form classification types to allow for nearly equal numbers of 
campuses in comparison groups. Wider separation of groupings according 
to marketing orientation stages would have resulted in highly unbalanced 
comparison groups and/or too few campuses within a given group for pro-
per comparison. Therefore, following refinement of the survey instru-
ment, it is recommended a survey of all 1,197 (approximately) community, 
junior and technical colleges in the United States be conducted to allow 
for adequate numbers of campuses within groupings. 
5. The concept of enrollment stability as an expression of enroll-
ment change should be examined more closely. Campus administrators 
should be questioned about the desirability of enrollment stability and 
its critical parameters. Finally, expressions of enrollment stability, 
other than the one used in this study, should be devised. 
6. Other expressions of enrollment change should be devised in 
addition to those used in this study. More sophisticated understanding 
of the consequences of enrollment changes would add depth to future 
studies. 
7. Campus administrators• views of enrollment goal attainment suc-
cess should be studied in more depth. Examinations of how the adminis-
trators arrive at their perceptions, how closely those perceptions 
relate to actual enrollment changes, and how marketing philosophy and 
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orientation influences administrators• perceptions would be valuable. 
8. It is recognized that a danger exists for missinterpretation 
of marketing methods and goals--that quality in postsecondary education 
could be neglected in a drive to increase enrollments at all costs. It 
is further realized that faculty play the central role in the product 
offerings of community, junior and technical colleges. It is therefore 
recommended that studies of the role of faculty in the marketing pro-
cess be conducted with emphasis on the following, among others: facul-
ty morale in relation to marketing orientations, faculty contribution 
to product quality, and faculty perceptions of the marketing process 
and its role in postsecondary education. 
ENDNOTE 
1Edmund Gleazer, Jr., Community, Junior, and Technical College 
Directory, (Washington, D.C., 1979), p. 1. 
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The following typology is based upon a review of pertinent marketing 
literature and observation of how select colleges go about the marketing 
effort. It should be assumed that a given college may not be operating 
in the same stage (or level) for each of the various marketing-orienta-
tion dimensions. The typology is intended as a comparative guide and an 
aid to achieving quicker insight into the marketing process in community 
colleges. 
A summary table is provided to guide the reader. 
Stage One: The Traditional College 
Two marketing philosophies are typically found in the traditional 
college which has operated in a seller 1 s market. In the first philoso-
phy, which emphasizes the production concept, administrators assume that 
prospective students prefer those educational offerings that are avail-
able and that they can afford. Making production and distribution more 
efficient, through, for example, larger classes or lower paid faculty, 
becomes very important. 
A philosophy more common in higher education, which emphasizes the 
product concept, is that prospective students desire educational products 
that offer the greatest quality for the price. This philosophy includes 
the idea that students buy educational products rather than solutions to 
meet needs, and that students understand the feature and quality differ-
ences of competing academic programs. It is assumed that prospective 
students will continue to want a college 1 s product, despite increasing 
alternatives. 
In terms of a formal marketing administrative effort, marketing in-
formation, organization, and planning and control are practically non-
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existent, as a result of the above philosophies. No organized effort to 
gather or retain market information is evident. Marketing decisions are 
thus based on intuition, casual observations, or statements made by ad-
missions personnel or prospective students. When a college and its ser-
vice area is small and its representatives are close to prospective stu-
dents and to those enrolled in the college, the institution appears to 
be quite successful without a formal marketing information system. 
Additionally, no formal marketing organization will exist, with the 
admissions, registrar, alumni, financial aids, and other offices perform-
ing essentially uncoordinated recruiting activities and few, if any, re-
tention activities. In terms of planning, administrators in the tradi-
tional college are usually so busy with day-to-day activities, they have 
little time for formal planning. Engrossed in operations required for 
survival, they do not allow for a planning staff. 
Specific marketing activities in a stage-one college will be li~ited 
to a few traditional recruiting activities such as newspaper news stor-
ies, college catalogs, course schedules for the college term, information 
flyers, high school visits, and campus visitation days. Retention activ-
ities are typically limited to advising, usually by faculty on a part-
time basis. 
Stage Two: The Selling-Oriented College 
Usually motivated by increased competition or declining enrollments, 
the college in the second stage becomes more sophisticated in some as-
pects of promotion. The administration's philosophy assumes that pro-
spective students will not enroll in sufficient numbers unless a strong 
effort is made to overcome their lack of interest in the college's 
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offerings. Committed to an established curriculum and having hired a 
faculty and built a physical plant, administration in the selling-oriented 
college may spend a great deal of money for promotional activities, es-
pecially if the college has experienced a sudden drop in enrollments. 
The college's offerings are portrayed as being tremendous forall students, 
and any shortcomings of the college are simply not mentioned since the 
aim is to attract more students, not to worry about retention. 
Due to these new pressures and marketing philosophy, the marketing 
administrative effort is improved. Usually, as the college begins to 
grow, and college representatives become removed from their clients, the 
need for more refined methods of understanding what is taking place in 
terms of the college's marketing efforts is realized. An internal re-
cords system may then be established, consisting of data on enrollments, 
drop-outs, class sizes, faculty workloads, student records and character-
istics, alumni records and the like. 
In terms of marketing organization, recruiting activities are still 
mainly uncoordinated except .that promotional activities are examined and 
planned more carefully. Individual departments, however, still often 
produce messages which conflict with a total institutional image. Some 
"specialists'' may be added to the staff to enhance selling of the prod-
uct. In planning, a marketing budgeting system may be instituted in 
which administration, for example, estimates total enrollments for the 
coming year and the expected costs and revenues associated with this en-
rollment leve 1. 
The only marketing activities employed, in addition to those men-
tioned in stage one, are recruiting such as newspaper and television ad-
vertisements, television news stories, posters, billboards, or word of 
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mouth promotion. In stage-two colleges, retention is not yet recognized 
as a useful avenue for affecting enrollments. 
Stage Three: The Marketing-Oriented College 
As an institution becomes more complex, primarily through increased 
size, and due to greater competition, there is an awareness within the 
college of the necessity to begin to pay attention to student needs and 
demands. For the first time, administration attends to the marketing 
concept which holds that "the key to achieving organizational goals con-
sists of determining the needs and wants of target markets and adapting 
the organization to delivering the desired satisfactions more effectively 
and efficiently than its competitors.'' 
In terms of marketing administration, college managers may realize 
a need to obtain data about what is happening in the environment in order 
to interpret recruiting and retention results and to become aware of new 
problems and opportunities. At this point, a formal marketing intelli-
gence system begins to take shape. While managers before relied mainly 
on publications as well as associates for outside information, more em-
phasis is placed on having admissions and recruiting personnel pass on 
information about prospective students and drop-outs. Special marketing 
intelligence services may be utilized such as lists of foundations and 
the grants they offer, student scores and profiles from ACT. 
The most visible change within the marketing organization is the 
appointment of what is essentially a marketing director with a limited 
role oriented to promotion and recruitment, fund raising and alumni. The 
college wi 11 enter a stage of annual planning and a crude marketing plan 
may develop. The identification of prospective students in terms of 
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different homogenous groups with unique needs (market segmentation) and 
subsequent variation of appeals (differentiated marketing) may be initi-
ated. Much more attention is given to coordination of the promotion ef-
fort. 
New recruitment activities may include offering programs at loca-
tions other than campus, additional new credit and noncredit program of-
ferings, and offering courses through television, radio, or newspapers. 
For the first time, retention is considered important and new strategies 
may include the improvement or redevelopment of academic advising pro-
grams, establishment of early warning systems for identification and com-
municating with potential dropouts or stopouts, new or revitalized extra-
curricular activities, expanded academic support/enrichment/learning ser-
vices, expanded placement services, faculty/instructional development 
programs, and student exit interviews. 
Stage Four: The Total-Marketing College 
Often, in stage-three colleges, the marketing concept is professed, 
but not practiced, or even understood, fully. Either through declining 
enrollments or exposure to more sophisticated marketing concepts, a col-
lege will move from a short-run to a long-run marketing orientation 
(stage four). The broader implications of marketing are recognized, and 
institutional leaders become more desirous of the substance as well as 
the form of marketing in the institution's programs. Leaders are in-
creasingly savy in terms of marketing concepts, and are concerned about 
creating value in the college's products, but encounter problems of 
change within the college. 
Concerning marketing administration, the college eventually arrives 
109 
at a point where the demand for marketing information requires the insti-
tution to initiate specific studies of problem and opportunity areas. A 
formal marketing research system is implemented during this stage. Mar-
keting Director Miles Eckert reports that at Odessa (Texas) Junior Col-
lege, a series of committees first analyze a wide range of enrollment in-
fluences including economic markets, cultural markets, recruitment, re-
tention, foundation and resources, future programming, promotion, and 
image. These committees collect data from various campus surveys, com-
munity surveys, federal reports, department of labor statistics, regional 
planning commission research studies, and chamber of commerce research 
studies. After analysis of the data, the committees make marketing rec-
ommendations which are designed to help the colleges achieve a better 
match with the potential student population. 
Throughout the organization, the marketing vice president gains con-
trol, or at least influence, over a wider range of recruiting, retention, 
placement and alumni and development activities. A retention coordinator 
and a retention steering committee may appear. The college enters a 
strategic-planning phase in which the planning system is enhanced to im-
prove overall marketing effectiveness. Long-range planning is implement-
ed, for example, with the introduction of a rolling five-year plan from 
which the annual marketing plan is derived. 
The plans move from a simpler stage in which they contain mostly 
statistics and specific tactical actions to a more advanced planning sys-
tem in which the plans contain a section on strategy. Prince George•s 
Community College (Maryland) Dean of Students Ernest Leach, in his capa-
city as marketing director, develops a marketing plan which, among other 
things, outlines market trends such as an increase in older and minority 
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clients, an analysis of the competition, and high school students' per-
ceptions of the college. In addition to identifying target groups of pro-
spective students and marketing activities aimed at each group, the plan 
presents an overall long-range strategy for Prince George's role within 
the community. Strategies and tactics are designed to meet 16 long-range 
institutional goals. With such a perspective, notes Leach, the marketing 
process becomes a means of achieving organizational objectives and of de-
signing the organization's offerings in terms of the target markets' needs 
and desires. 
Also in stage four, an attempt is made to standardize the plan for-
mats so that the efforts of similar units can be compared. Customer be-
havior analyses are consulted, an audit of the marketing operation is 
conducted, the college's offerings are more broadly defined (generic 
product definition), and the college strives to fill needs unmet by other 
institutions (marketing positioning). 
New recruiting activities include periodic improvement of and elimi-
nation of some programs, and offering special group tuition rates. Re-
tention activities attempted include special orientation activities, cur-
ricular innovations in credit programs, special counseling programs, 
special or required services for students who have not declared a major, 
special admissions materials and procedures designed to improve student-
institutional fit, use of students as peer advisers and counselors, and 
special services designed to retain adult learners. 
Stage Five: The Integrated Marketing College 
Institutions of higher education which enter the stage-five market-
ing orientation realize their obligations to society's interests as well 
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as to consumer wants and the college's own interests. Administrators rec-
ognize that, in earlier marketing orientations, they may have ignored the 
frequent conflicts between immediate consumer wants and long-run societal 
welfare. In this stage, educators have no doubt that they are responsible 
for a major deciding role in such issues as strictly career and pragmatic 
education versus a liberal or life-enhancing education. While profit com-
panies may not be expected to absorb losses in the pursuit of societal 
marketing, institutions of higher education may well have an obligation 
to accept such setbacks when societal interests are at issue. Though this 
marketing philosophy may be present in earlier marketing orientations, it 
is a necessary condition in stage five. 
As for administration of the marketing program, the ultimate state-
of-the-art stage in a college's marketing information system is achieved 
when computer simulation models are used to predict the consequences of 
various product, pricing, distribution, retention or promotion strategies. 
College administrators now seek to develop a sound mix of marketing activ-
ities, and deal with the great uncertainty caused by the separate and 
joint effects of various activities. For example, in allocating recruit-
ing funds, a university may need to decide if it should concentrate in 
the proven area in which it is already successful or in contested or new 
areas. A formal marketing management science system is thus established, 
completing all the components of a marketing information system. Contin-
uous marketing information feedback occurs through several channels in 
the institution. 
In earlier stages, a college may develop sophisticated marketing 
apparatus employing advanced marketing strategies, yet only the adminis-
trators and certain staff highly involved in marketing activities may be 
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fully committed to the total marketing concept. Until essentially all 
faculty and staff members within the institution see themselves as part 
of the marketing organization--and not a selling effort--the college can-
not fully operate in an effective marketing posture. 
Institutional leaders must succeed in implementing change within the 
college and initiate a long-run orientation in terms of products offered. 
Kathleen Orozco was recently appointed to the newly created position of 
associate vice president of marketing at Moraine Valley Community College 
(Illinois). Orozco, who often consults with educational institutions that 
desire to initiate a marketing orientation, came to Moraine Valley because 
the new position offered the type of control she knew was necessary for a 
total marketing program. Nevertheless, the new vice president sees mar-
keting as a long-range process in which faculty and staff will be educated 
through marketing seminars and activities of such offices as admissions, 
publications, alumni and the work of marketing committees will be gradu-
ally integrated through her office. 
As the planning culture matures in the college, marketing managers 
justify their recommendations not only in total enrollment terms, but in 
terms of such considerations as the optimum institution size, a student 
socio-economic mix to enhance educational experiences, and the college•s 
contribution to community wellbeing. Contingency plans are created for 
response to major threats or opportunities. Integrated market planning, 
in which all members of the organization recognize they are a part of the 
marketing process, takes place. 
Marketing audits are conducted periodically and upon special occa-
sions as when expansion is anticipated. Bud Weidenthal, vice president 
for public affairs and information at Cuyahoga community College (Ohio), 
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notes that Cuyahoga has traditionally conducted well-planned marketing 
audits, especially to help launch a new venture. When Cuyahoga's eastern 
campus was to be established, the college made an extensJve audit of the 
marketing environment seeking to establish the status of the markets, the 
customers, the competitors, the macroenvironment, and of the college's 
marketing organization and programs. 
In terms of marketing activities, training programs to develop a 
client orientation in staff and faculty members are developed, formal in-
clusion of advising effectiveness in faculty promotion and tenure deci-
sions occurs, new and innovative action programs in both retention and 
recruitment, placement and volunteerism, may arise. 
Summary of College Marketing Typology 
DIMENSION A DIMENSION B DIMENSION C DIMENSION D DIMENSION E 
MARKETING MARKETING MARKETING MARKETING MARKETING 
PHILOSOPHY INFORMATION ORGANIZATION PLANNING AND ACTIVITIES SYSTEM SYSTEM CONTROL SYSTEM 
STAGE 1 Production Concept . -· Traditional recruiting auch 
TRADITIONAL and/or Intuition or S.voral officii performing Engronod In day-to-day IS neM release,. 
COLLEGE Product Concept Casual Observotlon uncoordinated recruiting operations required lor cat•logues, flyers, 
act1viti•s. survival. hign school visits. 
STAGE 2 
SELLING-ORIENTED Internal Rocords - Speclell&ts added to llaff, Newspoper and TV 
COLLEGE Soiling Concept System and mora'attentlon to Budgeting System edvanisements. billbo1tds, 
promotion, added. 
STAGE3 Now course a odded and 
MARKETING- Formal M;trkoling Morkatlng viet-president Annual planning, offered at new locations, mlt~t segmentation ollerod through new ORIENTED COLLEGE Marketing Concept Intelligence Systtm added with limited roll- and differentiation media, and some ratentlori Added coordinates recruitment. added. activities begun. 
Markating vice-president Improvement and/or i 
STAGE4 increases influence over ellmina1ion ol courses and 
TOTAL-MARKETING Totai-Markotlng Formel Markatlng college activities. Stroteglc-plennlng phose special tuition rates. 
COLLEGE Concept Research System Retention coordinator • with long-range planning ettempts to improve 
Added and/or steering committee thtough live-year plan. retention through counsel· 
added. lng, better student-college fie, etc. 
--
Client centered training 
STAGE 6 Formal Markotlng Marketing result& measurad •· progrums for staff and 
INTEGRATED- Soclttai-Marklnlng Management Science All membeuof by rate of return. faculty, advising effort 
MARKETING COLLEGE Concept System Added Institution committed 10 Contingency Plans considered for promotion. 
marketing concept. Integrated Matketlng mora new and innovative 
Moilollng and Simulation Planning. activities. 
--------
~~-~~-------- ~-· 
---- ---
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Oklahoma· State University 
DEPARTMENT OF EDUCATIONAL ADMINISTRATION 
AND HIGHER EDUCATION 
I STILLWATER. OKLAHOMA 74078 309 GUNDERSEN HALL • (4051 624-7244 
February 9, 1983 
Dear Mr. President: 
Tightening state appropriations combined with nationwide 
predictions of declining enrollments now.point to the need for 
reevaluation of the approach to enrollments and marketing 
(recruitment and retention) by community, junior and technical 
colleges. As a doctoral candidate in hig.her education 
administration at OSU, "I am conducting a nationwide study 
of public and private community, junior and technical colleges 
to determine the scope and effectiveness of their marketing 
activities. · 
I would appreciate your help in this study. First, I 
would ask you to complete the brief attached questionnaire 
dealing with your views on marketing. Next, I would ask you 
to supply the name of an individual within your institution 
who could complete a 20-minute questionnaire about the re-
cruitment and retention activities within your college. 
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As indicated on the last page of the attached questionnaire, 
I will send you a copy of the survey results, and I will 
provide an extensive bibliography pertaining to marketing in 
higher education. 
Thank you for your cooperation. A return envelope is 
enclosed. 
Sincerely, 
Douglas Dollar 
Project coordinated by: Dr. John J. Gardiner 
Dissertation Adviser and 
Director of Graduate Studies 
Dr. Thomas A. Karman 
Committee Chairman and Head, Higher 
Education Administration 
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CJG&TCMA 
COMMUNITY, JUNIOR AND TECHNICAL COLLEGE 
MARKETING ANALYSIS 
There are many views among community, junior and technical college administrators about 
what constitutes marketing and the role marketing should play in higher education. Please provide 
us with your views by answering the following: 
la. The followina five statements represent different 
views of mlll'keting. Please check the ONE statement 
that BEST describes the view you hold as president. 
0 Prospective students are mainly concerned about the 
quality of our academic programs. They generally 
know the differences in quality of our programs and 
those of other colleges. Students try to obtain the 
mOlt quality for their money when choosing among 
various college programs. Therefore, the solution to 
recruiting and retaining students is to continue im· 
provina academic programs and course quality. 
Cl Tbe total population of prospective students can be 
divided into separate segments according to their 
different educational needs and wants. The prospec· 
tift students in any such market segment will prefer 
the college with academic programs which best satisfy 
their special needs and wants. Therefore, the solution 
to recruiting and retaining students is to identify 
throupa research target groups of prospective stu· 
dents for which we can develop the most effective 
academic proarams and mar~eting strategies. 
0 Under current constraints, unless we make a major 
effort to create interest in our academic programs, 
too few students will enroll. Prospective students can 
be persuaded to enroll through effective advertising, 
publicity, publications and personal solicitation. 
Therefore, the solution to recruiting and retaining 
students is to organiae a strong promotional effort. 
0 Based upon their current wants, prospective students 
may desire academic programs that are not necessarily 
conducive to their long·run interests or to society's 
long·run interests. Colleges which attend to individu· 
als' and society's long-run welfare as well as to· im· 
mediate wants, will increasingly gain the patronage of 
student&. Therefore, the solution to recruiting and 
retaining students is to provide academic programs 
that not only satisfy the current wants of target 
groups of student&, but also protect and serve long· 
run individual and social benefits. 
0 Prospective students are mainly concerned about the 
availability of the educational programs we offer and 
low tuition and fees. While these students are generally 
aware of the differences in cost of attending different 
colleges, they are either unaware of or do not care 
about other differences among institutions such as 
course quality. Therefore, the solution to recruiting 
and retaining student& is to increase classroom effi· 
ciency in order to lower tuition and fees. 
lb. As president of this college, approximately how 
long have you held this view? 
Numberofyears;..• -----
(Continue on page 2.) 
2a. Pleue check the atatement which belt deac:ribft 
your college's goal in terms of full· and part·time, for· 
c:zedit headcount enrollments. 
0 lncreue our enrollments. 
0 Maintain our enrollments at their prNent level. 
0 Decrease our enrollments. 
0 Alter our enrollment& to achieve a specified "mix" of 
certain types of students. (Thia response may be 
checked in combination with one of the above re· 
aponaea.) 
2b. Approximately how lon1 hu thia been your college's 
enrollment goal? · 
Number of yean:..· ----
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2c. Pleue check below the degree of auc:c:esa your col· 
le1e hu achieved in reaching this enrollment aoal. 
0 
... ,. 
hilh 
0 
hlp 
0 
medium 
0 
low 
0 
very 
low 
2d. What is your target enrollment aoal in terms of full· 
and part-time, for~redit headcount enrollments? 
Number of .tudenta:..· --------
0 undetermined 
Thank you for your help. Would you also please provide us with the name and address of the 
individual best qualified to complete a 20-minute survey about the recruitment and retention activ-
ities at your college? 
N~~-------------------­
Address--------------------
City _________ state_ Zip ____ _ 
Please return this questionnaire in the enclosed envelope. You will receive a summary report 
of the results of this survey. Again, thank you for your help. 
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C]c&TCMA 
COMMUNITY, JUNIOR AND TECHNICAL COLLEGE 
MARKETING ANALYSIS 
Many community, junior and technical college administrators are becoming increasingly con-
cerned with the problem of declining enrollments and are looking to marketing to improve enroll-
ments. We have sent this questionnaire to you because your president has designated you as the 
person best able to help us identify the activities and parameters of your institution's marketing 
effort. All responses will be treated confidentially. 
Your president will receive a summary of our nationwide study and an extensive marketing 
bibliography, as will each institution that completes this questionnaire. Thank you for your help. 
Responden~---------------------------------­
YourPhone 
Area Code 
How long have your worked at this institution? 
Number of years: ____________ _ 
PART A 
GENERAl:. MARKETING ACfiVITIES 
Many writers in higher education have advocated 
various info·nnation and analyses, organization, and plan· 
nine and control activities for community, junior and 
technical colleges. In this section, we would like to find 
out whether your institution has engaged in certain 
activities. 
la. Please check EACH statement that applies to how 
your colleee gathers and retains marketing information. 
0 Our college has no organized effort to gather or retain 
marketing information. Generally speaking, we are 
close enough to the community and our students to 
know what we need to know to make marketing de· 
cisions. 
0 We have started compiling data on such things as total 
enrollments, totsl drop-outs, class sizes, faculty work· 
loads, student characteristics, and the like. We study 
these data when making marketing decisions. 
0 We have started compiling data about the community 
and the high schools in our service area. The methods 
we use include getting reports from our recruiters, 
high school counselor interviews, student ACTor SAT 
scores, etc. We study these data to make marketing 
decisions. 
0 We have initiated specific studies of problem areas 
and opportunity areas, and are now conducting mar· 
ketine research in a fairly systematic manner in order 
to help us make marketing decisions. 
0 We are using computer simulation models in order to 
study th.e effects of different marketing strategies 
upon student enrollments. 
lb.Approximately how long has your college operated 
in this manner? 
Number of years: ____ _ 
(Continue on pa11e 2.) 
2a. Please check the ONE statement below which BEST 
describes your colle11e in terma of marketin11 organiza-
tion. 
0 We have directors Cor admissions, development, alum-
ni, public relations, a dean of students, department 
heads and a registrar who share recruiting functions. 
There is no marketing executive assigned to coordi· 
nate or oversee the,;e activities. 
D We have directors for various activities as described 
abon, plus we have hired a staff specialist(s) for pur· 
poses of student recruitment. This person devotes hia 
or her full time to this effort. 
D We have a director of marketing who coordinates 
auch things as promotion and recruitment, fund rais· 
in11 or development, alumni relations and public in for· 
mation. Some of these offices do not report directly 
to th• director of marketing. 
D We have a marketing vice president (a top level execu· 
tive') who controls and coordinates all marketing 
efforta such as recruiting, retention, placement, alum-
ni affairs, development activities, and public rela-
tions. All such departments report directly to the 
viee president. • 
D We have a marketing vicepresidentasdescribed above, 
plus we have taken steps to insure that all faculty and 
staff in the college see themselves aa part of our mar· 
ketin11 effort and that they contribute to the effort 
throu!lh their particular role in the college. Our 
marketing vice president offers guidance concerning 
the activities of all divisions of the college to include 
academic: programs, faculty development, and long· 
ranee planning. 
2b. Approximately how long has your college been 
oreanized in this manner? 
Number of years:: ____ _ 
3a. Please check the ONE statement below which BEST 
describes your college in terms of marketing planning 
and control. 
D Time constraints force us to deal with. most market· 
inc problema as they arise. We have, as of yet, been 
too bwoy to prepare either a detailed bud11et for our 
marketing expenditures or a marketinll plan. 
D We have instituted a detailed planning budget for our 
marketing efforts. The budget may compare the cost-
effectiveness of various promotional methods in 
terms of inquiries or admissions. It may predict enrol· 
!menta based on markf:ting expenditures. 
D Our college has initiated annual planning for market· 
inc in which goals and objectives and the plans to 
meet them are either set by top administration, by 
the departments involved, or by both. We also have 
an annual marketing plan which contains enrollment 
and retention statistics and specific actions to be 
taken by departments, among other things. 
D Our college has initiated a five-year (long-range) on· 
&oine marketing plan from which the annual plan ia 
derived. The annual plan, in addition to citing statis· 
tics and offering specific action programs, contains a 
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presentation of alternate marketing strategies and 
specific checks to be made at designated times to 
insure objectives are being met. We have standardized 
the plan format. within the college for all depart· 
menta. 
0 In addition to a five-year (long-range) and an annual 
marketing plan, we make recommendations for mar· 
keting strategies based upon a consideration of the 
rate of return on our investment of resources on the 
basis of such factors as the types of students we are 
attracting and cash flow. We have developed comput-
er programs to help examine the impact of alternative 
marketing plans and market assumptions on recruit· 
ment, retention, optimal enrollments, and faculty 
workloads. 
3b. Approximately how long has your college operated 
in this manner? 
Number of years: ____ _ 
4. Please check below the degree of competition in 
terms of student recruitment you feel your coilege faces. 
0 
billa 
0 
medium 
D 
low 
0 
VHJ' 
low 
5. Which ONE of the two following items BEST de· 
scribes your college's approach to marketing decisions? 
0 Our academic mission is mostly defined by our estab· 
lished curriculum and/or by our resources. We some· 
times borrow program ideas from other colleges. 
D We define our academic mission broadly to emphasize 
the basic consumer needs being served in an effort to 
not overlook potential opportunities or problems. 
6. How often has your college administration studied 
the pro11ram offerings of other colleges in your area and 
consequently designed offerings which address unmet 
needs and which cause your college's curriculum to be 
unique in the area? 
D D D D D 
veey often· often sometimes rarel7 never 
7a. Has an independent examination of the entire mar· 
keting effort of your college ever been conducted by an 
outside agent covering objectives, programs, organization 
and control for the purpose of determining and apprais· 
in11 what is being done and recommending what should 
be done in the future? 
Dyes D no 
7b. If yes, is such an independent examination done on 
a regular basis ~or your college? 
0 yes D no 
8. Does your college use trainiltg programs to develop a 
service-to-students orientation in· your faculty and staff? 
Dyes D no 
(Continue on page 3.) 
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PARTB 
RECRUITMENT ACTIVITIES 
Wbat specific attrmpts does your college make to 
provide programa-new or modified services-to improve 
~eeruitment on your campus? Cheek only those activitiea 
that are currently being performed. 
0 a. We distribute news releases to the print media. 
0 b. We uae brochures, posters, catalogs and other pub· 
lieations. 
0 e. We make visits to high schools and arrange visits to 
our eampua for prospective students. 
0 d. We use paid advertisements in newspapers, TV or 
radio. 
0 e. We use news releases to TV and radio stations. 
0 C. We use aigna and billboards for promotions. 
0 g. We use direct mail promotions to individual pro· 
apecti~e students. 
0 h. We have established a recruitment steering com· 
mittee. 
0 i. We conduct research and identify different target 
aoeio·economic groups of students within our total 
number of prospective students. 
0 j. We develop special promotions for one or more of 
these &roups. 
0 k. We develop special course offerings for one or 
more of these groups. 
0 I. We offer courses at special times and/or locations 
for certain of the above ~oups. 
0 m. We offer special tuition rates for one or more of 
these groups. 
0 n. We are not allowed to vary from our established 
tuition rate due to state law or other requirement. 
0 o. We conduct studies to determine possible new· 
academic course or program offerin11s. 
0 p. We conduct studies to determine· alternative tui· 
tiona or course charges. 
0 q. We conduct studies to determine the effectiveness 
of recruiting promotional materials used by our 
colle11e. 
0 r. We conduct studies to determine the merits of dif· 
ferent times and locations for conducting special 
counes. 
0 a. We compare the rate of student applications to our 
coUege with a predetermined expected rate of ap· 
plieations on specified dates. 
0 t. We compare the rate of student applicat.io.ns to our 
college to the rate of student applications to one 
or more competing colleges. 
0 u. We make an effort to determine recruiting-cost· 
per-student for each student enrolled. 
0 v. We periodically survey prospective students to 
evaluate our recruiting effort. 
12f 
0 w. At times we eliminate unproductive programs. 
Approximately how long have most of the above 
recruiting activities been employed by your college? 
Number of years; ____ _ 
PARTC 
RETENTION ACTIVITIES 
What specific attempts does your college make to 
provide programlf"· new or modified services-to improve 
retention on your campus? Check only those activities 
that are currently being performed. 
0 a. We offer academic advisement by faculty who 
advise on a part-time basis. 
0 b. We have assigned a staff or faculty member to co· 
ordinate retention activities. 
0 c. We conduct research to identify different target 
~oups of students within our total number of full· 
or part-time credit-course students for purposes of 
retention. 
0 d. We develop special printed materials or course 
offerings for one or more of these groups. 
0 e. We are working for improvement or redevelop· 
ment of our academic advising program. 
0 f. We have an early-warning system for identification 
and communication with potential dropouts or 
stopouts. 
0 II· We have new or revitalized extracurricular activi· 
ties for retention purposes. 
0 h. We have expanded academic support/enri.chment/ 
learning services for retention purposes. 
0 i. We have expanded our placement services and/or 
introduced job-related training programs. 
0 j. ·we have introduced faculty instructional develop· 
ment programs. 
0 k. We conduct exit interviews with students. 
0 I. We conduct studies to determine causes of student 
attrition on our campus. 
0 m. We conduct studies to evaluate or determine the 
merits of different ways to reduce attrition on our 
campus. 
0 n. We have created a part· or full-time positon to co· 
ordinate retention. 
0 o. We have a retention steering committee. 
0 p. We compare the rate of student attrition in our 
college to a predetermined rate on specified dates. 
0 q. We compare the rate of attrition at our college to 
the rate of attrition at one or more competing 
colleges. 
0 r. We periodically survey our students to determine 
their opinions about the college. 
(Continue on page 4.) 
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0 1. We have retention orientation activities and/or 
retention counseling programs. 
0 t. We introduce curricular innovation in for-credit 
academic programs to aid retention. 
0 u. We offer special assistance services for students 
who have not declared a major. 
0 "· We have developed special admissions materials 
and procedures designed to improve student· 
inatitutional "fit." 
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0 w. We use students as peer advisers and counselors 
and/or involve students in administration, curricu· 
lar design, and other traditionally "nonstudent" 
activities. 
0 x. We have special services to retain adult learners. 
0 y. We have form;~lly included advising effectiveness 
in faculty promotion and tenure decisions. 
Approximately how long have most of the above 
retention activities been employed by your college? 
Number of years:: ____ _ 
THANK YOU VERY MUCH for responding to this survey. We know the demand on your time was 
significant. Please feel free to share with us any general comments you might have ·on the surveY. or 
on the topic of recruitment and retention. 
You _will receive a summary report of the results of this study. 
Return completed questionnaire in the enclosed stamped envelope to: 
CJ&TCMA 
Douglas Dollar, Editor 
Room 313 Public Information Bldg. 
Oklahoma State University 
Stillwater, OK 74078 
STUDY DIRECTORS 
.John J. Gardiner 
Professor 
Oklahoma State University 
Douglas 0. Dollar 
Doctoral Candidate 
Oklahoma State University 
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APPENDIX C 
FREQUENCY OF POSSIBLE COMBINATIONS OF FOUR 
MARKETING ORIENTATION DIMENSIONS 
123 
The first code column represents the marketing philosophy dimen-
sion. The second code column represents the marketing information 
system dimension. The third code column represents the marketing or-
ganization dimension. The fourth code column represents the market-
ing planning and control dimension. 
The first entry in the frequency list indicates that 10 college 
campus marketing orientations could not be classified due to missing 
items. 
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Cumulative Cumulative 
Code Frequency Frequency Percent Percent 
10 . 
1111 1 1 0.610 0.610 
1211 1 2 0.610 1. 220 
1343 1 3 0.610 1. 829 
1421 1 4 0.610 2.439 
1621 1 5 0.610 3.049 
1631 1 6 0.610 3.659 
2111 1 7 0.610 4.268 
2211 5 12 3.049 7.317 
2222 1 13 0.610 7.927 
2231 1 14 0.610 8.537 
2311 2 16 1. 220 9.756 
2313 1 17 0.610 10.366 
2321 1 18 0.610 10.976 
2323 3 21 1. 829 12.805 
2333 1 22 0.610 13.415 
2411 1 23 0.610 14.024 
2413 1 24 0.610 14.634 
2421 1 25 0.610 15.244 
2511 1 26 0.610 15.854 
2612 1 27 0.610 16.463 
2613 1 28 0.610 17.073 
3111 2 30 1. 220 18.293 
3211 3 33 1. 829 20. 122 
3221 2 35 1. 220 21 . 341 
3311 1 36 0.610 21.951 
3313 1 37 0.610 22.561 
3314 1 38 0.610 23. 171 
3321 1 39 0.610 23.780 
3523 1 40 0.610 24.390 
3612 1 41 0.610 25.000 
3621 1 42 0.610 25.610 
3654 1 43 0.610 26.220 
4111 7 50 4.268 30.488 
4112 2 52 1. 220 31.707 
4211 11 63 6.707 38.415 
4212 3 66 1 .829 40.244 
4213 2 68 1. 220 41.463 
4214 1 69 0.610 42.073 
4222 1 70 0.610 42.683 
4232 1 71 0.610 43.293 
4251 1 72 0.610 43.902 
4311 10 82 6.098 50.000 
4313 2 84 1. 220 51.220 
4321 3 87 1. 829 53.049 
4322 1 88 0.610 53.659 
4323 2 90 1. 220 54.878 
4332 2 92 1. 220 56.098 
4333 1 93 0.610 56.707 
4343 1 94 0.610 57.317 
4411 4 98 2.439 59.756 
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Cumulative Cumulative 
Code Frequency Frequency Percent Percent 
4413 .... J 101 1. 829 61.585 
4414 1 102 0.610 62.195 
4422 1 103 0.610 62.805 
4423 4 107 2.439 65.244 
4424 1 108 0.610 65.854 
4433 3 111 1. 829 67.683 
4434 2 113 1 .220 68.902 
4435 1 114 0.610 69.512 
4443 1 115 0.610 70. 122 
4453 2 117 1. 220 71.341 
4543 1 118 0.610 71.951 
4553 1 119 0.610 72.561 
4611 1 120 0.610 73.171 
4612 3 123 1 .829 75.000 
4613 2 125 1. 220 76.220 
4621 3 128 1. 829 78.049 
4624 1 129 0.610 78.659 
5211 8 137 4.878 83.537 
5213 1 138 0.610 84. 146 
5221 1 139 0.610 84.756 
5222 1 140 0.610 85.366 
5232 1 141 0.610 85.976 
5251 1 142 0.610 86.585 
5311 3 145 1. 829 88.415 
5313 1 146 0.610 89.024 
5322 2 148 1. 220 90.244 
5323 1 149 0.610 90.854 
5331 1 150 0.610 91.463 
5351 1 151 0.610 92.073 
5411 3 154 1. 829 93.902 
5412 1 155 0.610 94.512 
5423 1 156 0.610 95.122 
5433 1 157 0.610 95.732 
5611 3 160 1 .829 97.561 
5612 1 161 0.610 98. 171 
5614 1 162 0.610 98.780 
5623 1 163 0.610 99.390 
5634 1 164 0.610 100.000 
APPENDIX D 
TABLES OF ANALYSIS 
127 
very 
low 
low 
medium 
high 
very 
high 
TABLE V 
COMPARISON OF CHIEF EXECUTIVES' PERCEPTIONS 
OF CAMPUS ENROLLMENT GOAL ATTAINMENT 
SUCCESS FOR CLASSIFICATION 1 
Type A 
N = 15 
Row % 0 
Col % 0 
Row % 0 
Col % 0 
Row % 77.78 
Col % 46.67 
Row % 46. 15 
Col % 40.00 
Row % 28.57 
Col % 13.33 
CHI-SQUARE 4.111, DF = 2, PROB = 0. 1280 
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Type B 
N = 14 
0 
0 
0 
0 
22.22 
14.29 
53.85 
50.00 
71.43 
35.71 
very 
low 
low 
medium 
high 
very 
high 
TABLE VI 
COMPARISON OF CHIEF EXECUTIVES• PERCEPTIONS 
OF CAMPUS ENROLLMENT GOAL ATTAINMENT 
SUCCESS FOR CLASSIFICATION 2 
Type A 
N = 39 
Row% 0 
Col % 0 
Row % 100.00 
Col % 2.56 
Row % 72.22 
Col % 33.33 
Row% 50.00 
Col % 43.59 
Row% 40.00 
Col % 20.51 
CHI-SQUARE 5.037, DF = 3, PROB = 0.1691 
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Type B 
N = 34 
0 
0 
0.00 
0.00 
27.78 
14.71 
50.00 
50.00 
60.00 
35.29 
very 
low 
low 
medi urn 
high 
very 
high 
CHI-SQUARE 
TABLE VII 
COMPARISON OF CHIEF EXECUTIVES' PERCEPTIONS 
OF CAMPUS ENROLLMENT GOAL ATTAINMENT 
SUCCESS FOR CLASSIFICATION 4 
Type A 
N = 44 
Row% 0.00 
Col % 0.00 
Row % 50.00 
Col % 2.27 
Row % 60.00 
Col % 34.09 
Row % 47.62 
Col % 45.45 
Row % 38. 10 
Col % 18.18 
2.242, DF = 3, PROB = 0.5236 
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Type B 
N = 46 
0.00 
0.00 
50.00 
2. 17 
40.00 
21 . 74 
52.38 
47.83 
61 . 90 
28.26 
very 
low 
low 
medi urn 
high 
very 
high 
TABLE VIII 
COMPARISON OF CHIEF EXECUTIVES• PERCEPTIONS 
OF CAMPUS ENROLLMENT GOAL ATTAINMENT 
SUCCESS FOR CLASSIFICATION 5 
Type A 
N = 44 
Row % 0.00 
Col % 0.00 
Row % 50.00 
Col % 2.27 
Row % 65.22 
Col % 34.09 
Row % 51.28 
Col % 45.45 
Row % 40.00 
Col % 18. 18 
CHI-SQUARE 2.772, DF = 3, PROB = 0.4281 
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Type B 
N = 40 
0.00 
0.00 
50.00 
2.50 
34.78 
20.00 
48.72 
47.50 
60.00 
30.00 
very 
low 
low 
medium 
high 
very 
high 
TABLE IX 
COMPARISON OF CHIEF EXECUTIVES• PERCEPTIONS 
OF CAMPUS ENROLLMENT GOAL ATTAINMENT 
SUCCESS FOR CLASSIFICATION 6 
Type A 
N = 48 
Row % 0.00 
Col % 0.00 
Row % 50.00 
Col % 2.08 
Row % 66.67 
Col % 29. 17 
Row % 51 . 11 
Col % 47.92 
Row % 43.48 
Col % 20.83 
CHI-SQUARE 2.480, DF = 3, PROB = 0.4790 
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Type B 
N = 43 
0.00 
0.00 
50.00 
2.33 
33.33 
16.28 
48.89 
51 . 16 
56.52 
30.23 
Average nine-year 
percent of 
enrollment change 
Near short-range 
average percent of 
enrollment change 
Long-range 
enrollment 
stabi 1 i ty 
OF = 1 
TABLE X 
ANALYSIS OF VARIANCE ON MEAN SCORES OF 
THREE ENROLLMENT MEASURES FOR 
CLASSIFICATION 1 
Type A Type B 
Mean N Mean N 
105.820854 17 106.483226 13 
102.243378 17 106.861974 12 
13.2629416 17 8.4996305 13 
F Value 
0.06 
1.58 
2.32 
Probability 
0.8017 
0.2202 
0. 1387 
w 
w 
Average nine-year 
percent of 
enrollment change 
Near short-range 
average percent of 
enrollment change 
Long-range 
enrollment 
stability 
DF = 
TABLE XI 
ANALYSIS OF VARIANCE ON MEAN SCORES OF 
THREE ENROLLMENT MEASURES FOR 
CLASSIFICATION 2 
Type A Type B 
Mean N Mean N 
107.5 40 105.54 33 
103.38 40 102.49 31 
13. 105 40 9.204 32 
F Value 
0.50 
0. 12 
2.64 
Probability 
0.4826 
0.7325 
0. 1086 
IJ,J 
.::-
Average nine-year 
percent of 
enrollment change 
Near short-range 
average percent of 
enrollment change 
Long-range 
enrollment 
stability 
DF = 1 
TABLE XII 
ANALYSIS OF VARIANCE ON MEAN SCORES OF 
THREE ENROLLMENT MEASURES FOR 
CLASSIFICATION 3 
Type A Type B 
Mean N Mean N 
107.152194 69 105.577002 43 
102.062108 69 102.485807 41 
12.8935873 69 8.8313139 lt2 
F Value 
0.82 
0.04 
3.55 
Probabi I i ty 
0.3681 
0.8359 
0.0621 
w 
VI 
Average nine-year 
percent of 
enrollment change 
Near short-range 
average percent of 
enrollment change 
Long-range 
enrollment 
stability 
OF 
TABLE XIII 
ANALYSIS OF VARIANCE ON MEAN SCORES OF 
THREE ENROLLMENT MEASURES FOR 
CLASSIFICATION 4 
Type A Type B 
Mean N Mean N 
106.889132 47 106.060847 45 
103.166139 47 102.402408 43 
12.7038831 47 9.2136799 44 
F Value 
0.22 
0. 12 
3. 19 
Probability 
0.6383 
0. 7262 
0.0]711 
\,A) 
(J"\ 
Average nine-year 
percent of 
enrollment change 
Near short-range 
average percent of 
enrollment change 
Long-range 
enrollment 
stability 
DF = 1 
TABLE XIV 
ANALYSIS OF VARIANCE ON MEAN SCORES OF 
THREE ENROLLMENT MEASURES FOR 
CLASSIFICATION 6 
Type A Type B 
Mean N Mean N 
107.360512 49 104.59205 43 
104.469067 49 102.830929 41 
12.3071546 49 9.2544890 42 
F Value 
2.28 
0.53 
2.34 
Probab iIi ty 
0. 1346 
0.4703 
0. 1299 
\.N 
........ 
\ 
Average 
nine-year 
percent of 
enrollment 
change 
Near short-
range average 
percent of 
enrollment 
change 
Long-range 
enrollment 
stability 
DF = 3 
TABLE XV 
ANALYSIS OF VARIANCE ON MEAN SCORES OF THREE ENROLLMENT 
MEASURES FOR MARKETING PHILOSOPHY STAGES 
Stage 1 Stage 2 Stage 3 Stage 4 Stage 5 
Mean Mean Mean Mean Mean 
N N N N N F Value 
106.75 105.39 108.01 '#'\ 104.55 1.26 
31 15 86 38 
102.53 99.43 104.20 -;'~ 102.19 1. 19 
31 15 84 38 
11 . 595 13.058 11 . 050 -};. 9.038 0.70 
Probab i 1 i ty 
0.2890 
0.3137 
0.5559 
'''No distinction was made between the Stage 3 and the Stage 4 marketing philosophy 
dimension in the survey instrument. 
w 
00 
Average 
nine-year 
percent of 
enrollment 
change 
Near short-
range average 
percent of 
enrollment 
change 
Long-range 
enrollment 
stability 
--
OF = 5 
TABLE XVI 
ANALYSIS OF VARIANCE ON MEAN SCORES OF THREE ENROLLMENT MEASURES 
FOR MARKETING INFORMATION SYSTEM STAGES 
Stage 1 Stage 2 Stage 3 Stage 4 Stage 5 Other 
Mean Mean Mean Mean Mean Mean 
N N N N N N F Value 
108.97 106.43 106.34 105.44 104.87 108.85 0.56 
15 46 45 33 4 25 
105. 11 103.83 99.87 103.75 103.31 104.87 1.34 
15 46 45 31 4 25 
12.725 11.213 11.895 9.028 4.481 10.512 0.72 
15 46 45 32 4 25 
Probability 
0.7306 
0.2480 
0.6092 
w 
1..0 
Average 
nine-year 
percent of 
enrollment 
change 
Near short-
range average 
percent of 
enrollment 
change 
Long-range 
enrollment 
stabi 1 i ty 
--
DF = 4 
TABLE XVI I 
ANALYSIS OF VARIANCE ON MEAN SCORES OF THREE ENROLLMENT 
MEASURES FOR MARKETING ORGANIZATION SYSTEM STAGES 
Stage 1 Stage 2 Stage 3 Stage 4 Stage 5 
Mean Mean Mean Mean Mean 
N N N N N F Value 
107.58 105.40 103.56 109.37 108.39 1.04 
101 37 19 4 6 
102.80 102.84 103.29 103.90 107.20 0.21 
101 36 18 6 4 
11 . 836 8.294 11 . 278 12.772 6.661 1. 11 
101 36 19 4 6 
Probability 
0.3887 
0.9344 
0.3518 
~ 
0 
Average 
nine-year 
percent of 
enrollment 
change 
Near short-
range average 
percent of 
enrollment 
change 
Long-range 
enrollment 
stability 
--
DF = 4 
TABLE XVIII 
ANALYSIS OF VARIANCE ON MEAN SCORES OF THREE ENROLLMENT 
MEASURES FOR MARKETING PLANNING AND CONTROL SYSTEMS STAGES 
Stage 1 Stage 2 Stage 3 Stage 4 Stage 5 
Mean Mean Mean Mean Mean 
N N N N N F Value 
106.55 106. 15 108.39 104.60 96.55 0.73 
93 23 42 10 
102.80 104.37 103.25 103.28 86.41 0.83 
93 22 41 10 
12.128 11.352 8.931 8.931 9.924 . 1. 09 
93 22 42 10 
Probabi 1 i ty 
0.5704 
0.5050 
0.3644 
.j:-
Covariate 
Prog. Age 
lnst. Age 
OF = 1 
TABLE XIX 
ANALYSIS OF COVARIANCE ON LONG-RANGE ENROLLMENT STABILITY 
SCORES FOR CLASSIFICATION 3 
Type A LS Mean {N=69) Type B LS Mean (N=42) F Value Probability 
12.4922725 8.9837047 2.40 0.1241 
12.8812276 8.7626426 3.75 0.0553 
.t:-
N 
Covariate 
Prog. Age 
lnst. Age 
DF = 1 
TABLE XX 
ANALYSIS OF COVARIANCE ON LONG-RANGE ENROLLMENT STABILITY 
SCORES FOR CLASSIFICATION 4 
Type A LS Mean (N-47) Type B LS Mean (N-44) F Value Probability 
12.4375777 9.0123773 2.86 0.0945 
13.0389121 9.1842811 3.89 0.0518 
.l::-
w 
APPENDIX E 
DESCRIPTIVE COMPARISON OF MARKETING ORIENTATION 
CAMPUS TYPES BY CLASSIFICATION 
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Category 
DESCRIPTIVE COMPARISON OF MARKETING ORIENTATION 
CAMPUS TYPES BY CLASSIFICATION* 
Classification 
3 4 5 
Type A Type B Type A Type B Type A Type B 
Marketing Philosophy 
Production 2.90 2.22 4.26 2. 13 4.26 2.50 
Product 14.49 11. 11 14.89 12.77 14.89 15.00 
Se 11 i ng 8.70 4.44 14.89 6.38 14.89 7.50 
Marketing 47.83 60.00 42.55 63.83 42.55 65.00 
Societal Marketing 26.09 22.22 23.40 14.89 23.40 10.00 
Competition 
Very Low 4.41 0.00 6. 12 0.00 6. 12 0.00 
Low 10.29 11 . 11 14.29 10.64 14.29 12.50 
Medium 35.29 48.89 46.94 40.43 46.94 45.00 
High 38.24 24.44 28.57 27.66 28.57 22.50 
Very High 11 . 76 15.56 4.08 21.28 4.08 20.00 
Generic Product Def. 
Yes 52.94 84.09 46.81 75.56 46.81 84.21 
Positioning 
Never 2.90 0.00 4. 17 0.00 4. 17 0.00 
Rarely 20.29 9.09 20.83 8.70 20.83 7.69 
Sometime 44.93 22.73 50.00 26.09 50.00 25.64 
Often 27.54 45.45 22.92 45.65 22.92 48.72 
Very Often 4.35 22.73 2.08 19.57 2.08 17.95 
Marketing Audit 
Yes 7. 14 22.22 6.25 19.57 6.25 17.95 
Audit on Regular Basis 
Yes 0.00 11 . 36 0.00 13.33 0.00 15.79 
No 8.57 11 . 36 8.16 6.67 0.00 7.89 
Not Applicable 91.43 77.27 91.84 80.00 91.84 76.32 
Marketing Orientation 
Training Program 
Yes 40.91 64.44 38.30 63.83 38.30 65.00 
~': 
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Figures represent percentages. Refer to survey questionnaire in 
Appendix A for exact wording of categories. 
Classification 
Category 3 4 5 
Type A Type B Type A Type B Type A Type B 
Recruiting Activities 
a. News releases to 
print media 95.71 100.00 91.84 100.00 91.84 100.00 
b. Brochures, catalogs, 
publications 100.00 100.00 100.00 100.00 100.00 100.00 
c. High School and 
Campus Visits 100.00 100.00 100.00 100.00 100.00 100.00 
d. Paid Advertise 81.43 81.82 77.55 80.43 77.55 80.00 
e. 
f. 
g. 
h. 
i . 
j. 
k. 
1. 
m. 
n. 
o. 
p. 
News releases to 
TV, radio 
Signs & Billboards 
Direct Mail 
Recruitment Steer-
ing Committee 
Research to iden-
tify target groups 
Promotions for 
target groups 
Course offerings 
for target groups 
Times or locations 
for target groups 
Special tuition 
for target groups 
Not allowed to 
vary tuition 
Studies for new 
programs 
Studies for 
87.14 86.36 
34.29 47.73 
80.00 95.45 
25. 71 52. 57 
40.00 86.36 
45.71 79.55 
48.57 77.27 
60.00 86.36 
17. 14 31.82 
62.86 68. 18 
71 .43 88.64 
alternate tuition 1.43 20.45 
q. Studies of promotion 
effectiveness 22.86 63.64 
r. Studies for better 
time/locations 18.57 61.36 
s. Compare application 
rate to set rate 42.86 72.73 
t. Compare application 
rate to other 
colleges 12.86 13.64 
u. Determine recruit-
ing cost per stu-
dent 7.14 38.64 
v. Survey to evaluate 
recruiting 31.43 72.73 
w. Eliminate unproduc-
tive programs 78.57 84.09 
83.67 91.30 
32.65 52.17 
73. Lf] 91 . 30 
16.33 60.87 
24.49 80.43 
30.61 78.26 
42.86 73.91 
55. 10 84. 79 
14.29 28.26 
57.14 71.74 
53.06 86.96 
0. 00 17.39 
14.29 60.87 
4.08 58.70 
38.78 76.09 
8.16 10.87 
2.04 34.78 
20.41 78.26 
73.47 84.78 
83.67 92.50 
32.65 57.50 
73.47 92.50 
16.33 62.50 
24.49 82.50 
30.61 82.50 
42.86 77.50 
55.10 87.50 
14.29 27.50 
57. 14 72.50 
53.06 85.00 
0.00 17.50 
14.29 62.50 
4.08 57.50 
38.78 75.00 
8. 16 12.50 
2.04 32.50 
20.41 80.00 
73.47 82.50 
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Category 3 
Type A Type B 
Mean number of activi-
ties performed** 11.66 15.73 
Retention Activities 
a. Part-time academic 
advisement by 
faculty 80.00 75.00 
b. Staff assigned to 
coordinate reten-
tion 35.71 38.64 
c. Research of target 
groups for reten-
tion 30.00 59.09 
d. Special materials 
for target groups 30.00 45.45 
e. Improvement of 
academic advise-
ment 67.14 81.82 
f. Early-warning of 
dropouts system 50.00 61.36 
g. New retention 
extracurricular 
activities 27.14 38.64 
h. Expanded academic 
support/enrichment/ 
learning services 52.86 77.27 
i. Expanded placement 
services or job-
related tng. pro-
grams 45.71 75.00 
j. Faculty instruction 
development 32.86 54.55 
k. Exit interviews 
with Students 50.00 75.00 
1. Studies for causes 
student attrition 58.57 79.55 
m. Studies of ways to 
reduce attrition 24.29 59.09 
n. Position to coor-
dinate retention 10.00 20.45 
o. Retention steering 
committee 24.29 29.55 
.J • .J. 
Classification 
4 5 
Type A Type B Type A Type B 
10.14 15.68 
75.51 80.43 
30.61 39.13 
22.45 54.35 
26.53 41.30 
61.22 78.26 
34.69 50.00 
18.37 43.38 
38.78 73.91 
36.73 76.09 
22.45 58.70 
46.94 67.49 
48.98 82.61 
18.37 56.52 
12.24 10.87 
24.49 36.96 
10.14 16.20 
75.51 80.00 
30.61 42.50 
22.45 55.00 
26.53 42.50 
61.22 82.50 
34.69 52.50 
18.37 47.50 
38.78 77.50 
36.73 75.00 
22.45 60.00 
46.94 72.50 
48.98 85.00 
18.37 57.50 
12.24 12.50 
24.49 42.50 
--Numbers presented are means and not percentages. 
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Classification 
Category 3 4 5 
Type A Type B Type A Type B Type A Type B 
p. Compare attrition 
q. 
rate to set rate 18.57 45.45 
Compare attrition 
rate to other 
colleges 14.29 25.00 
r. Survey student op-
inions of college 65.71 88.64 
s. Retention orien-
tation and coun-
seling programs 24.29 57.78 
t. Curricular innova-
tions in academic 
programs 18.57 44.44 
u. Assistance for 
students without 
declared major 41.43 57.78 
v. Admissions mater-
ials to aid stu-
dent/institution 
I If i t II 1 7 , 1 4 51 • 11 
w. Student peer 
advisers, etc. 32.86 35.56 
x. Services to retain 
adult learners 30.00 51.11 
y. Inc 1 ude advising 
effectiveness in 
promotion deci-
sions 10.00 13.33 
Mean Number of ~~ 
activities performed"" 8.91 13.18 
Control or Affiliation 
Pub 1 i c 
Private Church 
Independent, nonprofit 
Institution Type 
Community/Junior 
Vo Tech 
Two-year Branch of 
Four-year college 
One campus of multi-
campus 
90.00 93.33 
7. 14 0. 00 
2.86 6.67 
70.00 53.33 
5.71 22.22 
5.71 6.67 
18.57 17.78 
14.29 41.30 
14.29 30.42 
57.14 93.48 
20.41 55.32 
8. 16 38.30 
28.57 61.70 
16.33 51.06 
26.53 36.17 
22.45 51.06 
8.16 8.51 
7.22 12.96 
85.71 
8. 16 
6. 12 
93.62 
2. 13 
4.26 
67.35 63.83 
6.12 20.00 
6.12 4.26 
20.41 14.89 
14.29 42.50 
14.29 32.50 
57.14 95.00 
20.41 55.00 
8. 16 40.00 
28.57 62.50 
16.33 52.50 
26.53 37.50 
22.45 52.50 
R.16 10.00 
7.35 13.65 
85.71 
8. 16 
6. 12 
95.00 
2.50 
2.50 
67.35 62.50 
6.12 17.02 
6. 12 5. 00 
20.41 12.50 
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Classification 
Category 3 4 5 
Type A Type B Type A Type B Type A Type B 
Region by Accrediting 
Agency 
Middle States 10.00 13.33 6. 12 10.64 6. 12 10.00 
North Central 35.71 55.56 40.82 53.19 40.82 55.00 
New England 2.86 4.44 4.08 4.26 4.08 5.00 
Northwest 8.57 2.22 8. 16 6.38 8. 16 5.00 
Southern 30.00 17.78 26.53 19. 15 26.53 20.00 
Western 12.86 6.67 14.29 6.38 14.29 5.00 
Community Size 
Rural 67.14 36.36 65.31 41 .30 65.31 41.03 
Suburb ian 21.43 27.27 16.33 28.26 16.33 28.21 
Urban 11.43 36.36 18.37 30.43 18.37 30.77 
-;'~;': 
Numbers presented are means and not percentages. 
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